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° How to avoid wear and repair with — 


NO METAL 
TO METAL 
CONTACT. 


BRODIE BIROTORS 


BiRotor Model B-51C 














There are just two simple moving 

parts in the measuring chamber — and 
they never touch. There is no metal-to- 
metal contact, no mechanical friction and 
no complicated mechanism to cause wear 
or repair. This means smooth vibration- 
less BiRotor performance, low mainten- 
ance, high sustained accuracy and long 
trouble-free service life! 

Completely self-contained and easily 
interchangeable measuring unit permits 
quick change-over, with minimum down- RALPH N. BRODIE COMPANY 
time — all without disturbing meter Sete eee Se 
housing or line connections. Double case MT. VERNON, N.Y., 550 So. Columbus Ave. 
construction with welded all-steel hous- saAtan ¢, Sa, tesa aoe = 


ing resists external and internal shocks CHICAGO OFFICE: 1227 Circle Ave., Forest Park, Ill, 
* 9 i t 
or impacts. LOS ANGELES 22, CALIF., 5401 Sheila Stree 


There’s no need to baby a BiRotor — 


they’re built to operate at full rated 
capacity. 


REPRESENTATIVES WITH STOCKS AND SERVICE FACILITIES IN ALL PRINCIPAL CITIES 
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SELL 
yy, GASOLINE 


AT NEWSSTANDS! 


That’s just what we’ve been doing. 
Ethyl’s advertising and publicity 
in newspapers and magazines are 
helping to sell more of your gaso- 
line at the pump. For instance: 


We’ve run magazine ads! Eye-catching 
Ethyl Magic Circle ads in LIFE, LOOK, 
SATURDAY EVENING POST and SUNSET. 
Each is full of ideas for casual driving— 
places to go and things to do that are fun 
for the whole family. You’ve seen them. 
So have millions of your customers! 


We’ve run supplement ads! Ads that pop 
out of the Sunday paper and say “Let’s 
go for a ride.” Sunday supplements in 
twenty-seven major cities carried this 
advertising. Each city had a different 
advertisement, describing Magic Circle 
activities within easy driving distance. 








We’ve made news! Every week we send 
feature stories about places to go by car 
to newspapers all across the country. A 
giant job? Sure. But it’s worth the work. 
Better than 190 big-city dailies and 150 
small-town dailies and weeklies use Ethyl 
driving stories regularly. 


Extra bonus! Ethyl Magic Circle ads ap- 
peared in OUTDOOR LIFE and SPORTS 
AFIELD. Each was designed to get the two 
million outdoorsmen who read these mag- 
azines to try new places to hunt and fish. 
(And, of course, do more driving to get 
there!) 


That's what we’ve done for you lately. 
And, we aren’t about to stop. 


ETHYL CORPORATION, new vork 17, N.Y. » TULSA + CHICAGO + LOS ANGELES 


ETHYL CORPORATION OF CANADA LIMITED, TORONTO * ETHYL USA (EXPORT) NEW YORK 17, N.Y, 
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FASTER DELIVERY, LOWER COST PER FUEL DROP 


As an oil marketer, you know that 
high delivery costs are the major rea- 
son for high marketing costs. 


: 4" 

Ms S INN BY WZ Want to reduce your delivery costs? 

Look then at OPW’s new 4” rapid 

‘TIGCEeIr ET L.Lua* delivery Tight Fill system. It’s un- 
restricted full-flow design, quick 

coupling action and leakproof seal 

give you the fast, safe accelerated 

deliveries that help to reduce costs. 


OPW NOS. 60, 61-AS, 61-T, 62 SUBMERGED TIGHT FILL FOR UNDERGROUND STORAGE 


*Of course, OPW also offers 
equipment for 3” Tight 
Fill. Details in Bulletin 
F-16-R. Write for a copy. 


Just 3 easy steps to make a quick 
connection to the fillpipe: 


1. Lift the manhole cover. 


2. Remove Cap (No, 62) from fill- . 
pipe. 


3. Snap Elbow (No. 60) onto Adap- 
tor (No. 61-AS). 
You're ready to fill. 
Bulletin NP-60 gives full details. 
bats ey 


NO. 60 ELBOW 


NO. 61-AS ADAPTOR 


opw CORPORATION 
2735 COLERAN AVENUE, CINCINNATI 25, OHIO Kirby 1-5400 


NO. 62 CAP 
VALVES * FITTINGS * ASSEMBLIE 
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Quickest $3°2 profit your dealers can makel 


Figure it out yourself! Average dealer profit on 
an oil change—-$1.25. Average profit on a filter— 
$1.75 including the extra quart of oil. And fast- 
moving filters mean volume! There’s extra satis- 


THE STANDARD EQUIPMENT LINE 


faction too, when your dealers give customers 
their money’s worth in Purolator quality and per- 
formance. So strengthen your profit structure 
with the Purolator filter line. 


‘‘Purolator’’ Reg. U. S. Pat. Off, 


PURQOLATOR 


PUROLATOR PRODUCTS INC., RAHWAY 


OIL. AIR AND FUEL FILTERS 
» N.d.; TORONTO, ONTARIO, CANADA 


NATIONAL PETROLEUM NEWS * October, 1960 





National Petroleum News 


ERVIN E. DE GRAFF 
FRANK BREESE 
John T. Bethell 


ASSOCIATE EDITORS 
Frank C. Sturtevant 


Cornelius Brodersen 
Transportation and Storage 
Edward P, McGrath ... Merchandising 
Market Research 


ASSISTANT EDITORS 
. Copy Editor 


Merrill O’Brien .. . Lubrication 
Carolyn K. De Witt Industry News 

Personals 
CONTRIBUTING EDITORS 


“Halsey Peckworth ... 
Virgil B. Guthrie .. 


Market Prices 
Supply /Demand 


PRESENTATION 


William A. Caperell, Jr. me Art Director 
Mildred Schutte ....... .. Assistant 


EDITORIAL and BUSINESS OFFICES: 330 W. 42nd St., New 
York 36, N. Y. Telephone: LOngacre 4-3000. 


ATLANTA: B. E. Barnes, Chief; Frances Ridgway, 1301 
Rhodes-Haverty Blidg., JAckson 3-6951. CHICAGO: Stewart 
Ramsey, Chief. 520 N. Michigan Ave., MOhawk 4-5800. 
CLEVELAND: Arthur Zimmerman, Chief; Violet Forsha. 1164 
INuminating Bidg., SUperior 1-7000. DALLAS: Marvin Reid, 
Chief; Mary Lorraine Smith. 901 Vaughn Bidg., Riverside 
7-5117. DETROIT: Donald MacDonald, Chief; Sally Ayling. 
856 Penobscot Bldg., WOodward 2-1793. LOS ANGELES: 
Kemp Anderson, Jr., Chief: Michael Murphy, Marvin Petal. 
1125 W. 6th Ave., HUntley 2-5450. SAN FRANCISCO: 
Jennéss Keene, Chief; Donald Winston. 68 Post St., DOuglas 
2-4600. SEATTLE: Ray Bloomberg, Chief. P. O. Box 1507, 
Wallingford Station, LAkeview 2-4780, WASHINGTON: 
George B. Bryant, Jr., Chief; Glen Bayless, Donald O. 
Loomis, Natl, Press Bldg. REpublic 7-6630. SPECIAL COR- 
RESPONDENTS: Frank Pitman, Denver; C. E. Wright, Jack- 
sonville. FOREIGN BUREAUS- Beirut, Bonn, Caracas, London. 
Mexico City, Moscow, Paris, Tokyo. Director of News 
Bureaus: John Wilhelm. Managing Editor: Margaret Ralston. 


BUSINESS STAFF 


William J. Parkin Advertising Sales Manager 
J. E. Thompson Business Manager 
N. F. Cullinan Promotion 
Leo Murray . Research 
Ellen N, Frawley Advertising Makeup 
H. H. Costikyan BAe Circulation 


DISTRICT MANAGERS 


ATLANTA; R. K. Burnet; CLEVELAND, DETROIT, PITTS- 
BURGH: Walter G. Berger; CHICAGO: Ray Kelly; DALLAS: 
J. Grant; DENVER: J. W. Patten; DETROIT: C. J. Coash Jr; 
HOUSTON: Gene Holland; LOS ANGELES: Peter S. Carberry; 
NEW YORK, BOSTON: Dawson A. Rutter; PHILADELPHIA: 
Charles J, Jefferis; SAN FRANCISCO: Scott Hubbard. 


October, 1960 


Volume 52, No. 10 
Established in. 1909 


ob 


Other McGraw-Hill Petroleum Publications 
PETROLEUM WEEK 
PLaTT’s O1LGRAM NEws SERVICE 
PLATT’s O1LGRAM Price SERVICE 


October, 1960 + NATIONAL PETROLEUM NEWS 


Behind Our Headlines 





More on Estate Planning 


S A SPECIAL SERVICE to its distributors, Pure Oil 
Aska out reprints of the NPN article on estate plan- 
ning, which appeared in the May issue (page 141) as 
part of a continuing series of mailing pieces designed 
to assist jobbers with their management planning. That 
article, you may recall, was a basic report on estate 
planning with emphasis on new developments in that 
important area, 

Pure Oil then followed up with a smart mailing piece 
to jobbers entitled, “How to Increase Your Estate.” It 
explained how that can be done with Pure Oil’s as- 
sistance and observed that the jobber who plans his 
estate is not “tied up” indefinitely. Pure notes that 
many small successful businessmen don’t like to bor- 
row, but states that it’s possible for a jobber to increase 
his estate “materially” by using Pure’s lease sub-lease 
plan to add retail outlets. 

Pure then illustrates its point with a simple example 
showing how a service-station investment pays off. This 
particular example cites an increase of $27,300 over 
a 10-year period. 

Most suppliers offer station-financing programs to 
their distributors. However, Pure has done a commend- 
able job in relating the significance of this to estate- 
building. 


Our ‘Meetings’ Girl Marries 


OME OF OUR EDITORIAL FEATURES have become such 
fixtures that they are taken for granted; but every- 
thing requires careful handling. One of these is ‘Coming 
Meetings’ (page 176), a handy reference 

used by many marketers. 

This is handled by: Jane Carroll, 22 
who corresponds with scores of organi- 
zations to obtain the dates and locations 
and, importantly, the changes. Some of 
you know Jane through ‘Meetings’ cor- 
respondence—one of her many duties. 

On Aug. 27, she changed her name 
to Mrs. John McCann; but, happily, she 
plans to continue at NPN, keeping the 
‘Meetings’ information up to date. 


Cann Racece 


Editor 








VANGUARD 


In the tense moments 
before blast-off, when the 
“bird”’ is being fueled, 

a Neptune Meter is at work. 


As liquid fills the missile’s tanks, the meter 
smoothly ticks off every pound. If required, it 
can shut off the flow at the exact preselected 
quantity; it can even turn off the pump 

and light a “ready” lamp. 


For fueling-up and other purposes, four 
missiles . . . Atlas, Snark, Titan, and 
Vanguard . . . count on Neptune meters for 
ground support. Simplicity, accuracy, and 
proved reliability are the reasons. 


The basic meter is exactly the same as 

those you use on your trucks and bulk plants. 
These same meters are widely used for 
metering jet fuels. Because Neptune 

engineers have been working on ideas for 

your future, we were able to help solve 

special metering problems, such as temperature’ 
compensation, required for missiles. 


Past, present, and future, Neptune 
is the meter . . . and the meter company ... 
you can rely on. 


NEPTUNE METER COMPANY 

LIQUID METER DIVISION 

47-25 34th St., Long Island City 1, N. Y. 

Branches and Jobbers in All Principal Cities 
In Canada: Neptune Meters Ltd., Toronto, Ontario 
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Somehow, nearly every gallon of gasoline, kerosine, jet or diesel fuel you market will come into 
contact with a tiny bit of copper—enough to accelerate gum formation. A small concentration 
of DuPont Metal Deactivator (DMD) will eliminate the problem. How small? In the picture above 
are 3 ounces of DMD... enough to prevent copper-caused gumming in 8000 gallons of gasoline. 


*We’ll be glad to help you figure the sales value of DMD in your product. Call your DuPont representative. 
Or write to E. |. duPont de Nemours & Co. (inc.), Petroleum Chemicals Division, Wilmington 98, Delaware. 


LEAD ANTIKNOCK COMPOUNDS and OTHER PETROLEUM ADDITIVES 


Better Things for Better Living... through Chemistry 





Letters 


TBA executive urges wider showing of industry's 
films .. . In defense of oil marketing . .. Rush 
for West Coast marketing properties... 


To THE EDITOR: 

Recently I saw a presentation of 
one of Gulf Oil’s film documentaries 
concerning the transportation of oil. 
It was very well done, the audience 
was very much interested, and I am 
sure that the Gulf Oil Corp. made a 
lot of friends. 

It occurred to me that Gulf and 
many other oil companies are in pos- 
session of many fine documentaries 
concerning various aspects of the pe- 
troleum business. In all the oil com- 
pany dealer meetings and salesmen 
meetings I have attended, I don’t re- 
call having seen any films on anything 
other than products and how to sell. 
In other words, the business end of it. 

I know that many of the oil com- 
pany TBA and product managers 
have dealers and their wives in for 
meetings from time to time. Why 
wouldn’t it be a good idea for the oil 
companies to get out the documenta- 
ries they have and try to romanticize 
the petroleum business for the dealers 
and their families as well as the sales- 
men. I am sure some of it must have 
been done, but, again, it wouldn't 
hurt to remind them, and I’m sure 
some of the old films would be very 
much welcomed by the newer mem- 
bers of the selling organization. 


JAMES B. LIGHTBURN 
Vice President 
Purolator Products Inc. 
Rahway, N. J. 


A 21-page catalogue of motion pic- 
tures of general interest about petro- 
leum is published by the Committee 
on Public Affairs of the API entitled 
“Movies About Oil” (sixth edition). 
Copies may be obtained free by writ- 
ing to the committee at 50 West 50th 
St., New York 20, N. Y. 


In Defense of Oil Marketing 


PDr. Levitt’s article on “What's 
Wrong With Oil Marketing?” (NPN 
—August p90) is a most thought-pro- 
voking article; however, like most 
critical reports, it offers little or no 
suggested solution to the problems as 
he sees them. 

During the past month I have spent 
several days at two very busy highway 
stations, observing the customer-deal- 
er relationship and the services offer- 
ed. What impressed me most was the 
utter lack of car maintenance on nu- 


merous cars that limped into these 
stations, with the most glaring exam- 
ple the condition of their cooling sys- 
tems. These motorists were deeply 
concerned over the failure of their 
cars to operate properly. From my 
observation the customers exhibited 
sincere patience and genuine appreci- 
ation for the time taken by the service- 
station personnel to correct the condi- 
tion and enable them to return to the 
highway. 
L. E. BLOOMER 
Manager, Retail Sales 
California Oil Co. 
Perth Amboy, N. J. 


PI can’t agree with the black picture 
Dr. Levitt paints of our service sta- 
tions. Granted any station can be- 
come unpopular and be a “hostile 
fort” if the operator either figures the 
world owes him a living or he is out 
to hard-sell every customer who 
comes on the driveway. 

Dr. Levitt says that salvation lies in 
marketing emphasis. He then says 
marketing “tries to take care of the 
customer's needs in such a way as will 
make him want to do business with 
you.” I think all of us who have been 
in the business for more than a few 
years must agree that the industry’s 
better, more successful dealers market 
their products, their services, and 
themselves. 

Certainly one cannot disagree with 
Dr. Levitt’s premise that there will be 
a transition in petroleum marketing. 
This transition must take place be- 
cause of all of the pressures brought 
to bear on marketing organizations 
today. 

In the final analysis, however, more 
will depend on the quality of the peo- 
ple who meet this motorist and the 
way they handle him once he is on 
the driveway than on a revision of 
physical facilities. 

C. A. WALSH Jr., 
Manager 

Retail Marketing Division 
Atlantic Refining Co. 
Philadelphia, Pa. 


Theodore Levitt’s article is rather 
interesting and certainly a different 
approach. However, I cannot agree 
with him except on a few points. 
He tries to link our ills with over- 
supply as a problem retail marketers 
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Superior quality forged body 
—precision machined 


Uniform wall thickness 


Extra heavy reinforcing rim 


larger diameter cam ears 
for longer service life 


- 


handles 
— greater 
economy 


Uniform heavy 
wall thickness 
—no weak spots 


Recess retains gasket 
in coupler and assures 
proper placement 


your best buy is 


EVER-TITE 
-the best quality 


quick couplings 


Bronze 
Aluminum 
Stainless 
Carbon 
Malleable 
Hastelloy 


You save time and 
money when you use 
EVER-TITE 
COUPLINGS, because 
you get speedy 
deliveries—no leaks. 
The tightness is 
predetermined in 
manufacture so you 
can be sure with 

eveere M veR TITE 

and The EVER-TITE 
trademark is a 
hallmark of 
dependability. 
EVER-TITES do the 
best job in the trans- 
fer of every type of 
product through 
hose or pipe. 
Get EVER-TITE and 
get the best. Ask your 
distributor now. 
EVER-TITE COUPLING CO. INC 
254 West 54th Street 
New York 19, N. Y. 


—precision machined 
—accurate tolerances 


at} 
Aa od quality forged body ) 


EVER-TITE 
Standard 


Coupler 


EVER-TITE 
Shank 
Hose 
Coupling 


EVER-TITE Dust Protectors 
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find out how to get per- 
formance that means true 
economy in industrial 
workwear and uniforms! 


Let an experienced Lee consultant 
give you all the facts on the garments 
best suited to your requirements. The 
Lee line (largest in the industry), 
including Shirts and Pants, Jackets, 
Union-Alls, Service Coats and others, 
makes it possible to provide each de- 
partment in any industry with the 
right garments for the job. 

We have proved to dollar-conscious 
management everywhere that Lee 
performance delivers big returns on 
employee morale, safety, long wear, 
comfort, good looks. Let your nearby 
Lee man show you the record. 


WRITE TODAY TO 
INDUSTRIAL DIVISION L 
H. D. LEE COMPANY 
117 WEST 20th STREET 
KANSAS CITY 41, MO. 
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Letters 


are encountering. I don’t see any link 
between oversupply and poor service, 
housekeeping, location, design, or 
personal appearance. 

Oversupply affects the retail con- 
sumer only in times of depressed re- 
tail postings, at which time he, the 
consumer, is the only one who profits. 

I don’t believe the modern, well- 
stocked and operated service station 
of today is any more unpopular than 
a modern, well-stocked and operated 
supermarket. If anything, it is far 
more popular because of its personal 
appeal to the housewife or career 
woman, children, and the guy who 
usually pays the bills. 

The family of today living in con- 
venient proximity to a good station 
operation has come to depend on 
“Joe” to cure the mechanical ills of 
automobiles and tricycles and power 
mowers, not to mention even snow 
plowing the walks on blustery winter 
days at no charge. 

Mr. L. says “the customer buys 
‘gas’ at the same location not because 
it is more convenient, or because he 
likes the operator, but because he dis- 
trusts him.” May I suggest for his 
reading Du Pont’s survey, “The Serv- 
ice Station and the Motorist.” 


C. W. DyYNIEwICz, 

Manager 

Marketing Property Acquisition 
Kerr-McGee Oil Industries Inc. 
Oklahoma City, Okla. 


West Coast Rush 

P Your article (“West Coast: Market- 
ing’s Newest Hot Spot,” (NPN—Au- 
gust p84) truly defines the situation in 
the California market and certainly 
points out the fact that anyone who is 
not aggressively interested in expand- 
ing his business is going to get drown- 
ed in the rush. 

The one thing that keeps puzzling 
me is the price gyrations that are oc- 
curring here. It seems to me the most 
important problem facing oil market- 
ers is an answer to pricing without 
governmental involvement, and with- 
out everyone blindly following the 
price cutters. Just because one indi- 
vidual wants to commit suicide, it 
doesn’t necessarily follow that those 
who are unwilling to cut their eco- 
nomic jugular vein must do so. 


Wo. D. COoLpiRoNn, 
President 

Coldiron & Peeples Oil Co. 
Redwood City, Calif. 


While we have been aware of the 
problems which are now facing us, 
particularly in this area of disturbed 
markets, your article brings the whole 


picture into focus and accurately 
points out the trends which we can 
expect as the new marketers come 
into the picture. The section of the 
article on the nonmajors’ share of the 
California market was particularly in- 
teresting and informative. 


D. A. SEDGWICK 

Assistant General Sales Manager 
Pacific Coast Region 

Texaco Inc. 

Los Angeles, Calif. 


> I thought your article in the August 
issue of NPN entitled “West Coast: 
The Rush Is On!” was a good resume 
of the situation here and quite factual 
in most respects. However, your re- 
porter made a minor error which I 
would like to call to your attention. 

On page 89, with reference to 
Standard of California, you state, “In 
the Pacific Northwest, the company- 
operated stations are testing a give- 
away, a Japanese candle lantern, for 
the first time.” In the first place, this 
is not a giveaway. These items are 
self-liquidating at 79¢ each. Secondly, 
they are not Japanese made. 


B. W. PIcKARD 

Director and Vice President 
Standard Oil Co. of Calif. 
Western Operations Inc. 
San Francisco, Calif. 


On page 87, the August NPN says, 
“Through its holdings in San Jacinto 
Petroleum Corp., which has a large 
interest in Douglas, Continental Oil 
seemed to have the edge.” This im- 
plies that San Jacinto, controlled by 
Continental, has a financial interest in 
Douglas. That is not so. Douglas is a 
customer of San Jacinto, as a crude 
oil purchaser. Furthermore, Conti- 
nental doesn’t have any edge. 


GEORGE M. SULLIVAN 

Vice President & General Manager 
of Marketing 

Continental Oil Co. 

Houston, Texas 


SOIND Reorganization 


>The NPN report on the reorganiza- 
tion of our company was an excellent 
piece of writing and layout. 

On a story of such proportion and 
significance to our company, we 
naturally paid very close attention to 
the many published versions. I want 
you to know that yours especially 
pleased us for its accuracy and com- 
pleteness. 

Don CAMPBELL 

Director of Public Relations 
Standard Oil Co. (Indiana) 
Chicago, Ill. 
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PLASTILUX © 1 +2» « o1srmcrom 


See how maximum light power is developed 
— how shadow-free engineering is perfected 
— how easy, low cost maintenance is assured. 


x NEON FROYDUCTS 
® 


INCOR PF ORATE ED 
K.izmma 1, Ohio U.S.A. 
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SIGNS OF 
INCREASED 
GALLONAGE 


MODERN STATIONS 
NEED THIS EXTRA 


Dress up new and old stations with brighter 
Plastilux® signs. This sales power is available to 
every petroleum products marketer. The trouble- 
free service, long life, low maintenance have been 
proved by years of use. 

The services of a Signvertising® Engineer to help 
modernize your entire sign program are available 
without obligation. Use the coupon below. 


We Operate ................... service stations. 
Please have a Signvertising Engineer call. 


Name 
Title... 
Company 


Address 








JOHN H. OWENS, OWNER of Phoenix 
service station bearing his name. 


“Our G@alional Incentive Plan 
saves us 3,100 a year... 


pays for itself every 8 months!’ —tohn Owens, Texaco Service Station 


Phoenix, Arizona 


“Tf every Service Station Operator 
knew the profit-producing power of 
a National Incentive Plan, he would 
install this system immediately. 

“Since installing National’s In- 
centive Plan, our Gas, Oil, TBA, and 
Labor Sales have increased sizeably. 
And for a good reason. Our men are 
making money, and thus more will- 
ing to work harder. 

“Another reason is the excellent 
control provided by our National 
System. Individual cash drawers and 
separate salesperson’s totals keep 


tight control on all cash and inven- 
tories. Moreover, we have been able 
to build a local reputation for serv- 
ice that is swift, courteous, and 
reliable. 

“Specifically, our National Incen- 
tive Plan saves us $3,100 each year, 
and pays for itself every 8 months!” 


- am 
poy AAA of C Leteces 


Owner of 
John Owens, Texaco Service Station 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES + 76 YEARS OF HELPING BUSINESS SAVE MONEY 


12 


= 


THE NATIONAL INCENTIVE PLAN 
helps increase any station's profit. 


Your service station, too, can benefit 
from the many time- and money-sav- 
ing features of a National System. 
Nationals pay for themselves quickly 
through savings, then continue to return 
you a regular yearly profit. National's 
world-wide service organization will 
protect this profit. Ask us about the 
National Maintenance Plan. 

(See the yellow pages in your 

phone book.) 


*TRADE MARK REG. U. &. PAT. OFF. 


SWmational * 
CASH REGISTERS 
ADDING MACHINES * ACCOUNTING MACHINES 


ELECTRONIC DATA PROCESSING 
wer Paper (No Carson Requinto) 
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Money-Making Ideas 


Pine-scented cars 
and ready-made aid 
for lost motorists 


PINE SCENT is the latest gimmick 
used by Texaco dealers to keep cus- 
tomers happy. A Michigan station 
places pine-scented wafers under the 
car seats. One in Wisconsin sprays 
pine deodorant inside the cars. 


$ 


ANOTHER TEXACO DEALER has 
been bedeviled by drivers who often 
get lost in his particular area of New 
Jersey. His answer was to have maps 
printed on the back of his business 
cards. They illustrate roads in the vi- 
cinity of his station. 


$ 


CHRISTMAS PROMOTIONS that 
have proved successful in the past can 
be tried again this year. For example: 
giveaways or premiums of Christmas 
trees bought in bulk lots, and turkey 
raffles. 


$ 


PUMP SKIRT SIGNS can also be 
spotted on the sides of tank trucks. 
Carter distributor Curt Dorr in Ore- 
gon is doing just this to get additional 
(and changeable) advertising when he 
makes his deliveries. 


$ 


A CAR-CARE CLUB has proved to 
be a successful sales builder for a 
Shell dealer in Ohio. Free inspections 
given at regular service visits keep 
the car in shape. The dealer offers to 
pick up and deliver members’ cars. 


$ 


SELLING SAFETY as a reason for 
regular automotive servicing, Atlantic 
dealers are racking up lube sales with 
a variety of gimmicks, including: a 
uniformed dummy hanging from a 
scaffold (“Our last employe did not 
do a certified Atlantic lubrication”); 
a package deal that includes lubrica- 
tion, tire rotation, and antirust addi- 
tive; a dealer’s Boxer dog paraded 
with a “Get Lube Now” badge around 
its neck. 
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WHEN ONE OF YOUR DEALERS 
RELINES A CAR’S BRAKES... 


does he make a friend— 


or lose a customer’? 


You and your dealers are out to build a strong consumer fran- 
chise. But shoddy brake work may well cripple your efforts. 
That’s why you will want to control the quality of your dealers’ 
brake service by making certain that they use only quality linings 
and that they are equipped to do a really professional job. 
Raybestos can help you on both counts. 


Raybestos Brake Linings, as you know, are unexcelled. The 
result of premium materials and modern manufacturing methods, 
they are thoroughly proving ground tested. Mr. Motorist can 
rely on them. . . if they have been properly installed. And that’s 
why Raybestos training programs are so important. At local brake 
service clinics and in our own factory schools we show your 
dealers how to do the kind of brake work that ultimately boosts 
business at your stations—all kinds of business—pump sales, 


lube and oil jobs, and TBA. 


If you would like to discuss the possibilities of Raybestos in your service 
station plans, write to us—we will be happy to meet with you. 


AMERICA’S BIGGEST SELLING FRICTION MATERIAL 


RAYBESTOS DIVISION of Raybestos-Manhattan, Inc., BRIDGEPORT, CONN. 

RAYBESTOS-MANHATTAN, INC., Brake Linings ¢ Brake Blocks « Brake Fluid « Clutch 
Facings ¢ Industrial Rubber * Mechanical Packings « Asbestos Textiles « Engineered 
Plastics ¢ Sintered Metal Products * Rubber Covered Equipment « Laundry Pads and 
Covers ¢ Abrasive and Diamond Wheels ¢ Industrial Adhesives ¢ Bowling Balls 
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Specifically to meet jet fuel needs up to 80 tons and more, this powerful White 3000T-OH delivers 10,000-gallon 
payload. Two of them do an entire refueling job in just 20 minutes. 


Dual axles forward provide ideal weight distribution on this White 3046-OH for payloads from 65,000 to 80,000 
pounds. Answers the need for a single-tired tandem front, dual-rear, 8-tired truck. 


Pumps 1100 gallons per minute. Only 90” high, this White 3026-OHS has single steering axle, with dual- 
tired differential wheel. Smaller wheelhouse permits shorter tank and wheelbase, improving maneuverability. 


THE Wu1TE Motor ComMpANy, CLEVELAND 1, OHIO * Branches, distributors, dealers in all principal cities 


WORLD LEADER IN HEAVY DUTY TRUCKS 60 YEARS OF LEADERSHIP 


WHITE 





A HELPING 
HAND FROM 
HARRISON! 


HELP YOURSELF TO MORE THERMOSTAT BUSINESS 
AND PROFITS WITH THIS NEW HARRISON PROGRAM! 


Here’s how Harrison can give you a helping hand with your thermostat sales. 
This sales incentive program will open new doors, new orders for you. 

First, it’s a complete plan. It includes a brand new counter display . . . a 
complete catalog for ready reference . . . an application folder with model, type 
and price information—PLUS two valuable premiums to help your customers 
save time and make more profits. Only THREE high or low range thermostat 
models are needed to service 99% of all 1955 through 1960 cars. THREE 
additional high or low range models cover 95% of all cars on the road. Get set 
for bigger and better thermostat business . . . get your special Harrison 
thermostat promotion material out to your customers right away! 


SPEEDS UP SERVICE! 

This exclusive Harrison Helping Hand expands and holds 
spring-type clamps . . . fits all automotive radiator hoses. 

You can sell this new ‘Spring Clamp Tool to your customers 

for only $2.45 when they buy any 12 Harrison thermostats. 





GENERAL MOTORS 


ARRISON 


MARRISON RADIATOR DIVISION 
LOCKPORT. NEW YORK 


for greater engine and heater efficiency 


ADD EXTRA PROFIT! THERMO 

it pays to install new gaskets with every thermostat STAT 

job. Your customers get this 115-piece Gasket Assort- ae 
ment for gg when they buy any 12 Harrison cae : 


thermostats EY GET BOTH PREMIUMS WHEN 
THEY BUY ANY 24 HARRISON THERMOSTATS. 








GENERAL MOTORS 3139593 


ARRISOV) @rees se 


HARRISON RADIATOR OIVISION, 
LOCKPORT, new Yorn 





CALL YOUR UMS ZONE OFFICE 


GM 


AUTOMOTIVE RADIATORS + Oil COOLERS + THERMOSTATS + AIR CONDITIONERS + HEATERS + DEFROSTERS 


HARRISON RADIATOR DIVISION, GENERAL MOTORS CORPORATION, LOCKPORT, NEW YORK 
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Throughout 
the 
entire 
arketing 


From bulk plant to service station, Butler buildings 
can help you build sales...reduce costs... in- 
crease profits. The reasons are simple. Two new 
exclusive curtain wall systems offer you traffic- 
building beauty with a substantial look that pro- 
motes customer confidence. Pre-engineering and 
precision factory-fabricated components offer econ- 
omies achieved only through mass production. But 
that’s not all. 

Butler bulk plant buildings offer you a unique 
combination of freedom of space and superior pro- 
tection for warehouses and maintenance buildings. 
Post-free, truss-free interiors, up to 120 feet wide, 
let you use every inch of floor space for storage and 
blending of oil and grease. Unobstructed storage up 
to the roof simplifies inventory of cases of canned 


ATING 66 
oe mE 9 
> 


eo BUTLER BUILDINGS BOOST PROFITS 


oil and TBA items. Positive protection is provided 
with precision-formed wall and roof panels that 
provide a weathertight fit. And, Butler all-metal 
buildings are completely firesafe. 

Butler service stations build traffic in fair 
weather or foul. Butterfly canopies let customers 
drive in easily and buy in comfort. And, they pro- 
tect merchandise and displays. The net result is 
that you pump more gallonage, increase oil ratios 
and sell more TBA. 

When you develop or expand a marketing terri- 
tory, call your local Butler Builder . . . just one call 
will satisfy most of your building needs from bulk 
plant to service station. Ask him about Butler 
financing, too. See the Yellow Pages under “Build- 
ings” or “Steel Buildings” . . . or write direct. 


BUTLER MANUFACTURING COMPANY 


4 v 
SRicatina ME 


7454 East 13th Street, Kansas City 26, Missouri 


Manufacturers of Metal Buildings + Plastic Panels + Equipment for Farming, Transportation, Bulk Handling, Outdoor Advertising + Contract Manufacturing 


Sales offices In Los Angeles and Richmond, Calif. »* Houston, Tex. « Birmingham, Ala. * Kansas City, Mo. * Minneapolis, Minn. * Chicago, Ill. « Detroit, Mich. 
Cleveland, Ohio »* New York City and Syracuse, N.Y. * Washington, D.C. «¢ Burlington, Ontario, Canada 
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lowest maintenance cost 
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BENNETT OPEN DOOR 
serviceability 


If pump maintenance costs are reduc Ing youl rae . \ is accessible as soon as you open the front 
profits, it’s time to investigate Bennett's long-term tA , door, and no special tools are required for preventive 
s - — 
economy. Design simplicity and quality . maintenance on a Bennett. No wonder 


construction build dependability Into \ » & J Bennett 1s famous for low upkeep 


every Bennett. Every vital component SAu= os costs year-in and year-out. 


THE STANDARD FOR 


Brighten your sales picture 


GALLONS 


f y CENTS PER ALL TAXES 
B 9) 2 GALLON INCLUDED 


PREMIUM REGULAR 


NDARD COMPARISON 


Brilliant Bennett fluorescent lighting and », Call your Bennett representative today 
large advertising panels provide merchandising / 4, and have him show you other advantages 
value that means increased customer appeal. : of Bennett ownership — such as long-term, 
And Bennett’s compact “Trim Twin” ; } low maintenance cost and the famous 
means easier car positioning. aig / “fuel-proof” all-metal meter. 


JOHN WOOD COMPANY . Bennett Pump Division + Muskegon, Michigan 
District Offices: Albuquerque * Atlanta * Baltimore * Boston * Charleston * Chicago * Cleveland * Dallas * Denver © Detroit © Kansas City 
Los Angeles * Minneapolis * New Orleans * New York © Philadelphia * Pittsburgh * Rochester * SaltLake © Seattle * San Francisco 


IN CANADA: JOHN Woop COMPANY LIMITED «© Toronto * Montreal * Winnipeg * Vancouver 
Export: John Wood International Corporation, 29 Broadway, N. Y. Cable “WOODINTER” 





October is Gasoline 
Tax Reminder Month! 


A 


It’s the anniversary of the latest temporary 
Federal gasoline tax increase! 


Every oil man and woman should be keenly aware that 
October is gasoline tax reminder month. October 1, 
1959, was the day the temporary 1¢ increase in the 
Federal gasoline tax went into effect, making the total 
Federal tax 4¢ a gallon. That’s why October is an excel- 
lent time for you to remind your friends and business 
associates about high gasoline taxes. And make sure 
they know that Congress promised this temporary tax 
increase would expire on June 30th, 1961 .. . and the 
Federal tax revert to 3¢ a gallon. 


Here are the facts about high gasoline taxes that 
everyone should know: 


@ Motorists pay about one dollar in taxes on 
every ten gallons of gasoline they buy! 


@ The gasoline tax rate is five times as high 
as the tax on luxuries like diamonds and 
mink coats! 


© Motorists now pay about a 50% sales tax 
en gasoline! 


So, take advantage of this special gasoline tax reminder 
month and give your friends the facts about high gaso- 
line taxes. 


COMMITTEE ON PUBLIC AFFAIRS OF THE AMERICAN PETROLEUM INSTITUTE 
1271 AVENUE OF THE AMERICAS, NEW YORK 20, NEW YORK 
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The East: Four Big Trends in 


How Mobil’s new pricing plan is doing . . . Private-brand outlets spread 
... Trading stamps get hotter . .. Commercial-account prices settle down 


FOUR HOT TOPICS in New Eng- 
land: the Mobil pricing plan (NPN— 
March p86), new _ private-branders, 
trading stamps, and commercial ac- 
counts. 


1) The Mobil Plan —The six-state 
area has been generally stable since 
early January. A top marketer de- 
scribed the Boston market as “good,” 
which is unusual considering how 
chaotic that market was last year. 

The most noticeable effect is the 
strength of tankwagon prices, a solid 
15.2¢ per gal. for regular-grade gaso- 
line in Boston, for example, compared 
with lows of 9.9¢ touched during the 
price scramble. Retail postings vary 
from 26.9¢ (including taxes) to 29.9¢. 

Dealer margins vary with the retail 
postings. A margin of 4.2¢ per gal. is 
common. There are a few 5¢ mar- 
gins. And in Boston, a city of 1,048 
stations, 135 dealers are on a 2.2¢ 
margin, says Fred Moore, executive 


secretary of the Retail Gasoline Deal- 
ers of Massachusetts. 

The principal result is that dealer 
subsidies have disappeared, and with 
them have gone the commission and 
consignment plans. 

There are two ingredients in Mo- 
bil’s plan: (1) tank-wagon prices cover 
broad areas now instead of a lot of 
small markets, as they used to, and 
(2) no dealer subsidies (volunatries,” 
“allowances” or whatever term is 
used) are given. Both parts are equal- 
ly important, several influential mar- 
keters say. 

Another significant effect has been 
a partial equalizing of retail postings. 
Formerly, stations in outlying areas 
sold gasoline for 3 or 4¢ gal. more 
than downtown dealers. Now the out- 
lying postings are down a penny or 
two, so the differential is less. 


2) Private-Branders—There’s more 
private-brand activity in New Eng- 


Closeup of a Private-Brander 


Here’s the seventh new Tri-S station in Massachusetts. 
It's at Hanover, between Boston and Cape Cod (see East) 
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land this season than there has been 
in years. 

In Connecticut, where fair-trading 
has prevailed since last year, there’s 
been an increase of 73% in private- 
brand outlets, a major-company offi- 
cial reports. 

An active new _private-brander, 
Tri-S, is extending a chain in eastern 
Massachusetts. The solid margins of 
Cape Cod have drawn several private- 
branders to that good-gallonage vaca- 
tion market for the first time. Other 
private-brand names (besides Merit, 
which has been prominent for two 
decades) are Speedway, Tulsa, Bay 
(formerly “Bay State”), and Mutual. 

Thomas Griffin, Abingdon, Mass., 
went into the private-brand business 
after leaving Mobil Oil last year. 
With a partner, Douglas Bone, he has 
put up seven stations. A typical Tri-S 
station (see pictures) features glisten- 
ing white paint, two pump islands, 
minimum overhead, and pumps an 


Clientele includes neighbors and tourists, Volkswagens and 
Cadillacs. Gasoline sells 2¢-4¢ under competitors 
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Regions 


the New England Oil Market 


estimated 80,000 gal. a month. 


3) Trading Stamps—tThey’re get- 
ting hotter in New England. After 
trying for 10 years, S&H signed up 
120 First National food shops in 
Connecticut to take on stamps. Al- 
most immediately, dealers in the vi- 
cinity of First National stores made a 
rush for S&H franchises because food 
stores whet the craving for stamps. 

Presumably the rest of the First 
National shops eventually will handle 
stamps. So interest in them is high 
among dealers in the vicinity of First 
National stores. 

As a recent example of the power 
of stamps, when a Mobil station in 
Manchester, N. H., doing a respectable 
450,000 gal. a year took on S&H 
stamps, volume shot up to 750,000 
gal. cost of stamps: $5,000. 


4) Commercial Accounts—The sit- 
uation seems to be improving after a 
long stretch of ragged pricing. A large 
fuel-oil merchant in Boston reports 
that bids contain higher prices now, 
on the whole, and that there’s “less 
willingness to give product away.” 


Alissa, tcut Oilice are big cigarette machine, compressor, 
small toilet, pay phone, display of many motor-oil brands 


~>Vermont’s attorney general is in- 
vestigating a number of service sta- 
tions in southern counties allegedly 
selling gasoline from a single tank 
through different pumps and at differ- 
ent prices. 

Weights and Measures reports at 
least 10 stations were found doing 
this, with as much as 4¢ gal. differ- 
ence in price between regular and 
premium pumps. 

Attorney general Thomas M. De- 
bevoise says the stations are supplied 
by Northern Oil Co., selling both 
Chevron and Sterling gasolines. 

He says investigators report some 
attendants knew about the deception 
and some didn’t. 


POil-Heat Institute of New England 
has kicked off its first series of oil- 
burner service schools, with record 
registrations. 

The first series of classes, covering 
nine weeks, are being held in. Fitch- 
burg, Mass.; Concord, N. H.; Port- 
land and Lewiston, Me.; and Dover, 
N. H. 

Main pitch of this year’s burner 
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school is to keep burner men up-to- 
date on new equipment, new service 
methods, and new service tips. 

Classes for Providence, R. I.; New 
London, Conn.; New Bedford, Hyan- 
nis, and Quincy, Mass., will begin 
Jan. 9. 


>Hartol Petroleum Corp. has mod- 
ernized and expanded its Baltimore, 
Md., deep-water terminal that was 
originally built in 1952 and designed 
at first to handle jet fuel for the Air 
Force. 

Storage capacity has been _in- 
creased to 1.1-million bbl. with the 
erection of four 67,000-bbl. and two 
80,000-bbl. tanks. 

Other modernization includes a 
finger pier for supertankers, new pip- 
ing systems, and a four-bay, eight- 
position truck loading rack with 
closed-circuit television. 


Gasoline and heating-oil marketers 
doing business in Lockport, N. Y., 
think they have buried a city proposal 
that would have cost them money. 
The city wanted to license them at 


Station draws well though all majors compete within mile. 
Back of rotating sign says ‘Thank you.’ Note ice machine 
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$25 a year and require them to carry 
a liability bond to indemnify the city 
for damage to city property. The 
bond limits would have been $100,- 
000-$300,000. 

Opposition came from local mar- 
keters. They said the proposal was 
discriminatory and that no other gov- 
ernmental unit in the area had found 
it necessary to pass such laws. Oil 
men added that many already carry 
liability insurance; some carry more 
than the limits proposed by the city. 


& Heating oil treated with Petro- 
Miser 20 additive will be sold by five 
new heating-oil jobbers in the East 
this coming heating season. 

The additive, a product of Stewart- 
Hall Chemical Corp. Mt. Vernon, 
N. Y., will be handled by Glens Falls 
Distributing Co., a Tidewater jobber- 
ship in Glens Falls, N. Y.; Phil J. 
Flad Co., Esso jobber in Bloomsburg, 
Pa.; Meseroll & Chapman, Inc., Point 
Pleasant, N. J.; Chanles Oil Co., a 
Richfield operation in Utica, N. Y.; 
and Sherburne Oil Co., Shell jobber- 
ship on Nantucket, Mass. 


> Eight major oil companies with 30 
service stations on the New York 
State Thruway turned over close to 
$1-million to the Thruway Authority 
in the first six months of the year in 
rentals based on sales royalties. 

Thruway Authority says income 
from service stations for the first half 
of the year was $967,503, a gain of 
13.54% over last year’s first half. 
Income for June alone was $280,743, 
a gain of 12.59% over June, 1959. 

Gasoline sold at Thruway stations 
for the first half of 1960 hit 13.7- 
million gal., a gain of 2.5-million gal. 
over the first half of 1959. Of the 28 
stations operating on the toll road a 
year ago, only one shows a gallonage 
decline. 


& Atlantic Refining Co. of Wilkes- 
Barre, and Airline Petroleum, an Esso 
jobbership, of Clarks Summit, have 
been awarded gasoline and fuel-oil 
supply contracts by Scranton, Pa. 

Atlantic picked up the gasoline con- 
tract by bidding 15.23¢ and 12.73¢ 
per gal. for premium and regular 
gasoline, respectively. Airline received 
the contract to supply No. 2 diesel 
oil, bidding 12.1¢ a gal. 


Texaco now owns a 325,000-bbl. 
deepwater terminal in The Bronx, 
N. Y.. on the East River. It bought 
the terminal from Blue Ridge Fuel 
Co. Blue Ridge, says Louis Iandoli, 
president, plans to build a 3-million- 
gal. barge plant on the Harlem River. 
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The Southeast 


Oilmen cash in on 
late-summer bonanza 
... Jobbers switch 


WOOTEN OIL CO. of Goldsboro, 
N.C., is one of many jobbers from 
Florida to Virginia getting a chunk 
of a late-summer 
bonanza. The 
flue-curing of to- 
bacco gobbles up 
kerosine at the 
rate of 135 gal. 
per 1,000Ibs., and 
oilmen who are 
normally idle just 
before the home- 
heating season are 
cashing in on this 
$25-million busi- 
ness. 

In early July, the tall, spindly, 
tobacco-harvesting machines begin 
working the fields of northern Florida. 
The season creeps steadily northward, 
through coastal and _ south-central 
Georgia, into the Carolinas; and as 
late as Sept. 31 keosine delivery 
trucks are still backing up to tobacco- 
barn tanks in Virginia. 

Kerosine isn’t the only fuel used in 
flue-curing, but it’s far in the lead. A 
North Carolina Agriculture Dept. spe- 
cialist says kerosine cures 80% of 
the tobacco, natural gas or LPG 15%, 
and wood or coal the remaining 5%. 

Biggest winners of this late-summer 
payoff are middle and eastern North 
Carolina oilmen who will gross $17- 


By B. E. Barnes 


million this year. Next in line are 
South Carolinians, followed by oil 
men of Georgia, Virginia, Florida, 
and Alabama. 

Sterling Wooten, Shell jobber in 
Goldsboro, N.C., thinks tobacco cur- 
ing is “just about ideal” for oil men. 

“The tobacco-curing period fills the 
gap before the home-heating season. 
By the time we add the normal home- 
heating season to the six or eight 
weeks in which we serve tobacco ac- 
counts, there’s just enough left of 
the year to give the drivers a vacation 
and get the trucks off the road for 
some maintenance,” he says. 


The Petroleum Council of Georgia 
has a nifty publicity program that’s 
sure to increase tourism in Georgia 
and therefore increase gasoline sales 
in the state. 

Every week the council sends out 
news releases to all weekly and daily 
newspapers in the state. The releases 
are written in travel-folder style, tell- 
ing readers about a Georgia vacation 
or weekend fun spot. 

The column series, called “Travel- 
ing Through Georgia,” may describe 
a time-proven fishing spot, a scenic 
campground, or an historic locale such 
as F. D. Roosevelt’s “Little White 
House” at Warm Springs. 

During the first few weeks of the 
campaign, newspaper use of the 
folders averaged 14 per week. Now 
an average of 90 newspapers use the 
material each week. 

The council has interested the state 
of Georgia in the project, and the 
state has agreed to furnish photos of 
scenic spots to mail with the releases. 


Wooten Wil Co. delivers kerosine as a North Caroiina farmer ‘puts in a barn of 
tobacco for flue-curing. This market is a big off-season boost (see Southeast) 
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For the future, other communications 
media may make use of the material. 
Three radio stations have already 
asked for releases written especially 
for reading on the air. 

Council officials feel that much of 
the program’s strength is in its soft-sell 
appeal. The closest thing to a sales 
pitch is in the last sentence of every 
“Traveling Through Georgia” article, 
stating, “Your neighborhood service 
station will assist you in mapping the 
best route.” 


Jobber brand switches are on the 
increase in North Carolina. 

Tidewater has bought out A. J. 
Cohoon Oil Co., Columbia, a former 
Texaco jobbership. The company’s 
former owner, Charles Cohoon, re- 
mains as a Tidewater consignee. 

Ed Godwin, treasurer of the North 
Carolina Oil Jobbers Assn., has 
switched from Mobil to Texaco. 
Wynne’s Inc., a Bethel jobbership, has 
changed from Pure to Richfield. 
Bobby Burns Inc., Sanford, and D. O. 
Blevins’ Sons, Spruce Pine, have con- 
verted their Phillips jobberships to 
commission operations under the Sin- 
clair brand. 


McCall Fuel Service and Simmons 
Industries, fuel-oil distributors of 
Jacksonville, Fla., have merged to be- 
come one of the largest fuel-oil con- 
cerns in North Florida. 

S. L. McCall, president of the Mc- 
Call firm, remains as president of the 
combined company. John W. Sim- 
mons, president of Simmons Indus- 
tries, becomes vice president. 


Tennessee Oil Refining Co., a divi- 
sion of Tennessee Gas Transmission 
Co., is building an 85,000-bbl. pipe- 
line terminal for refined products in 
Knoxville, Tenn. 

The terminal will tie into the Plan- 
tation Pipe Line terminus in that city 
by means of a 5,000-ft. stretch of 
8-in. pipe from the Tennessee Oil 
terminal. 

Along with the terminal, which is 
expected to be ready by November, 
Tennessee Oil plans to build a number 
of service stations in the area. Two 
are already under construction. The 
terminal will also supply independent 
jobbers. 


Underwater storage of refined 
product is being tested by a subsidiary 
of Union Oil Co. (Calif.) and Fire- 
stone Tire and Rubber Co. 

Jet Fuel and Storage Co., a joint 
undertaking of Firestone and Global 
Marine Engineering Co., Union Oil 
subsidiary, last month sank three 10,- 


Regions 


000-gal. “tanks” off St. Petersburg 
Beach, Fla., anchoring them in about 
40 feet of water. 

The “tanks” are made of special 
rubber-impregnated, coated fabric. 
and are collapsible. Fuel oil and fresh 
water are being stored in the under- 
water bulk plant. 


>A Robeson county, N. C., petro- 
leum dealer has filed a $225,000 dam- 
age suit against Pure Oil Co., charg- 
ing that Pure failed to carry out a 
lease agreement. 

R. H. Nye charges that Pure ad- 
vised him that it was going to exercise 
its option to buy 55 stations, some of 
which he owned and others which he 
leased. 

Pure, says Nye, stipulated that it be 
released from the purchase of two of 
the stations. Then Pure called the 
whole deal off, Nye claims,.and he 
was unable to regain possession of the 
two service stations or service them. 


Thirty stations in the Gaffney, S.C., | 
area turned off their pumps for a day | 
and a half in protest against a 0.8¢ | 


price rise. 


The “gasoline famine” came about | 


after Esso raised its tank-wagon price 
and other majors followed suit. Deal- 
ers felt they were caught in a two- 
way pinch, with the majors’ price in- 
crease hitting them from above, and 
some rock-bottom independent prices 
cutting them from below. (Some in- 
dependents went down to 24.9¢ while 
majors were selling at 30.9¢). 

On the Saturday after the tank- 
wagon price rise, 30 major-brand 
dealers told their suppliers they would 
turn off their pumps Monday morn- 


ing of they didn’t get better tank 


wagon deal. When Monday morning 
came, none of the majors had made 
an official reply to the dealers’ re- 
quests, say Gaffney oil men. Pumps 


at 28 of the 30 stations were turned | 


off 


They stayed closed until Tuesday | 
noon. When they reopened, independ- | 
ents were up to 28.9¢, and majors | 


at 31.9¢. 

Within a week, independent station 
prices had slipped to 26.9¢, but ap- 
peared to be stabilizing at that point. 


Gulf Oil Corp. is spending more | 


than $1-million to develop a new oil 
terminal on a 38-acre site at Drum- 
mond’s Point, Jacksonville, Fla. 


The facility is expected to be ready | 
in November 1961, and will replace | 
its present terminal at Talleyrand Ave. | 

In addition to greater storage ca- | 


pacity, the Drummond’s Point ter- 


minal will have accommodations for | 


larger vessels. 
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ALLURALT 
INFLATION 


ere 


TIREFLATORS 


Eco Tireflators deliver the 
exact pressure required — 
automatically! One-step 
accurate inflation saves 
time, improves service 
standards. Customers ap- 
preciate added tire life 
from precision inflation. 
Wall and pedestal models 
put air where it’s needed. 


JOHN WOOD 
COMPANY 


BENNETT PUMP DIVISION * MUSKEGON, MICHIGAN 


CANADA: JOHN WOOD COMPANY LTD. 
Toronto * Montreal * Winnipeg * Vancouver 





Converting to a tight fill system? 





conventional 
manholes 


COST: *30" 


3% hours ; 
concrete repair 


which conversion route will YOU take? 


Exactly! Converting with Buckeye 
No. 717-D is this simple: Remove 
old manhole. Remove existing fill 


cap and replace it with any tight 
fill adapter. Just install adapter and place the 
Buckeye No. 717-D Manhole over the opening. No 
concrete to replace. No need to extend the fill pipe. 
The No. 717-D is gently rounded to fit over the fill 
cap with room to spare. 

Two sizes—9” and 11” I.D., both with 24” 0.D.— 
to convert to any size tight fill system. Economical 
way to repair other installations, too. Reinforced cast 
iron construction. Ready for immediate delivery. 


a 
*Costs and installation time are approximate, KR seenteae sie xsd cniaaden 
/ Box 883, Dayton, Ohio 
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The West 


OHI of Washington 
makes semiannual 
pitch for oil heat 


TWO WEEKS ago, Oil-Heat Institute 
of Washington launched the second 
part of its $190,000 yearly oil-heat 
promotion program. The pitch is: 
“Now Is The Time To Install A New 
Oil Furnace.” 

Designed to build up conversion- 
and replacement-burner sales, the cam- 
paign is being conducted on billboards 
and with 10-second radio spot an- 
nouncements. 

This fall-winter sales program will 
be hard-sell compared with the build- 
ers’ promotion-allowance program that 
ran from July 1 to Sept. 15. Under 
that program, any builder with an oil- 
heated house got a $25 promotion 
allowance from OHI if he listed his 
new home exclusively with one real- 
estate agent, and if he devoted 20% 
of his radio time or newspaper ad 
space in mentioning the OHI theme: 
“Added Value With Oil Heat.” This 
tied in with the OHI billboards stres- 
sing: “Oil Heat Adds Value.” 

Coming up for the spring is OHI 
of Washington’s “Parade of Added 
Value Homes,” tying in with builder 
promotion of new homes during a 
week in May. For that event, the 
Washington group plans to supply 
cooperating builders with flags, bal- 
loons, name tags, and paper floor 
coverings for their model homes, all 
containing an oil-heat message. 

Plans for this affair will be dis- 
cussed in greater detail in November 
when OHI of Washington holds a 
two-day seminar near Seattle, with 
builders and real-estate agents as their 
guests. 


>Teamsters union efforts to organize 
employes of independent stations in 
southern California (NPN—Sept. p23) 
have paid off with at least one com- 
pany. 

Powerine Oil Co., marketing sub- 
sidiary of Rothschild Oil Co., has 
agreed to a contract covering all of 
Powerine’s more than 50 stations. 
Formerly only six stations of the 
chain had an agreement with the 
Teamsters. 

Harry S. Rothschild, president of 
Powerine, says wages provided under 
the new contract are essentially the 
same as he has been paying through- 
out the chain. But provisions have 
now been made for overtime, liber- 
alized vacations, and sick leave. 
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Model 789 Fieetmaster Pump 
with Ticket Printer 


Model 98 Tireflator Model 248 AWC Islander 


Model 760 Highboy 
with Cash Box 


Model 506 Barrel Pump Model 32 Hose Reel Model 100 BMF 


Grease Dispenser 


Each of these Bennett products is built to be the 
finest of its type. For superior performance and 
maintenance economy, Bennett equipment is the oil 
marketers’ Standard for Comparison. 


JOHN WOOD COMPANY 


BENNETT PUMP DIVISION - MUSKEGON, MICHIGAN <<a 


IN CANADA: JOHN WOOD COMPANY LTD. 
Toronto + Montreal - Winnipeg + Vancouver 








BE: 


8 
& 


CONOCO’S HOTTEST BRAND GOING IS A SYMBOL 


This symbol is the face we present to motorists who 
are looking for quality products, fine service, and 
friendly care for their cars. 

When you switch to Conoco and make it your 
brand, you join the outfit that meets these new cus- 
tomers on the driveway every day. New customers 
looking for the better products and better service 
that Conoco . . . Hottest Brand Going! . . 
to them. 

Conoco Dealers know that the Hottest Brand 
Going makes a big difference in the business they do. 


- Means 


But Conoco does more than offer big brand appeal. 
Conoco believes in dealer help. For example, Conoco 
has important information gained from valuable ex- 
perience that can go a long way toward improving 
service station management. 

Our information covers such areas as: record keep- 
ing, promotions, driveway tips, local retail advertis- 
ing, how to get the most from your men and how to 
plan for the future. This help is available to you, too. 
Write the subjects that interest you on a post card 
and mail to the Conoco Division Manager nearest you. 


NATIONAL PETROLEUM NEWS ° October, 1960 





Contact the nearest 
Conoco Division 
Manager today 


R. W. Abrahamson 
912 Baker Building 
Minneapolis 2, Minn. 


G. W. Brown 

244 Rowan Bidg. 

6000 Camp Bowie Bivd. 
Fort Worth 16, Texas 


R. E. Caruthers 

Fidelity National Building 
200 North Harvey 

Oklahoma City 12, Oklahoma 


Dale Chapman 
1755 Glenarm Pi. 
Denver, Colorado 


Dean L. McGregor 
800 Commerce Building 
New Orleans 12, Louisiana 


John McCulley 
1300 Main Street, P. O. Box 2197 
Houston, Texas 


C. 0. MacLeod 
757 West Second South 
P. O. Box 2250 
Salt Lake City 10, Utah 


Hugh McBirney 
400 West Madison St. 
Chicago 6, Illinois, 


J. L. McCulley 
1242 North 28th 
Billings, Montana 


K. R. White 
836 Stuart Building, P. O. Box 393 
Lincoln 1, Nebraska 


J. G. Willis 
6183 The Paseo 
Kansas City 10, Missouri 


©1960, Continental Oil Company 
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The Midwest 


Phillips tackles Sohio 
capital . . . Wisconsin 
sets up bulk storage 


PHILLIPS is striking at the heart of 
Sohioland, moving right into the high- 
volume market of Cleveland where 
Sohio is headquartered. Sohio is a 
tradition, commanding about 30% of 
the state’s gasoline volume. Phillips is 
a relative newcemer. 

In keeping with its customary ex- 
pansion strategy, Phillips is entering 
the market mostly through jobbers: 
Cleveland Oil Co. and Oil Enter- 
prises Inc. Phillips will also do some 
direct marketing, planning about six 
stations a year at present. 

Cleveland Oil’s president is L. S. 
(Les) Auerbach, a former 30-year 
Gulf Oil marketer who spent 18 of 
those years in Cleveland, his home 
town. 

Auerbach hopes to be flying the 
Phillips flag over 10 or 12 retail sta- 
tions in the next few months. 

This venture has the solid-money 
backing of Cleveland interests—How- 
ard Metzenbaum, an attorney who has 
Airport Parking Inc. and the largest 
Avis franchise, and Al Ratner, secre- 
tary of Forest City Enterprises Inc., 
a holding company controlling 25 or 
more real-estate companies. 

Auerbach has the advantage of 
knowing the territory and his compet- 
itors, starting with Sohio and Gulf, 
No. 1 and No. 2 in volume. He also 


Les Auerbach, Gulf Oil marketer for 30 
years, is now a Phillips jobber in Cleve- 
land. He’s spearheading Phillips’ strike 
at the heart of Sohioland (see Midwest) 
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PUMP 


FUEL 
STER! 


10086 
TRANSFER PUMP 


Specially designed for effi- 
cient transfer of petroleum 
products. High vacuum, 
self-priming transfer pump 
delivers a constant flow of 
up to 10 gallons a minute. 

Automotive-type pistons 
with rings withstand sever- 
est conditions. Vacuum 
breaker prevents siphon- 
age, provides complete hose 
drainage. No foot valve. 
Automatic nozzle available. 


JOHN WOOD g 
COMPANY 


BENNETT PUMP DIVISION * MUSKEGON, MICH. 


IN CANADA: JOHN WOOD COMPANY LTD. 
Toronto « Montreal * Winnipeg * Vancouver 








Cash in with Cee SCENT'S 


Leading marketers choose Crescent wire 
and cable for three big reasons: 


COLOR © Crescent provides your com- 
pany's color for quick, positive identi- 
fication. Ask for free samples. 


MERCHANDISING ¢ Crescent sales pro- 
grams help stimulate your sales. Get 


LEAD TERMINAL INSULATED CABLE 
the full details now! 


QUALITY © Crescent offers corrosion- 
resistant terminals with spring steel 
inserts to permit repeated flexing... 
easy-to-install shell type lugs... plas- 
tic insulation that resists oil, grease, 
solvents, abrasion. 

¢ THE CRESCENT COMPANY, INC. 
» Va 


os ~ RE PAWTUCKET, RHODE ISLAND 


ne 


Let us show you what Crescent experience offers you. 
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knows jobbers, from the major-com- 
pany viewpoint. 

Oil Enterprises’ president is F. E. 
Lightfritz, vice president is S. P. 
Russo. They’re backed by an invest- 
ment club, Midas Assn., formed by 
24 Cleveland businessmen. 

Lightfritz says his firm will have 
10 stations by the end of 1960, and 
will add 20 or 30 each year. 

Lightfritz and Russo come most 
recently from Gastown Inc., and both 
have worked for Shell. Lightfritz has 
also worked for Pure and Ashland. 

Phillips edged into Ohio about two 
years ago, but it hasn’t made a big 
splash yet. For one thing, Ohio is a 
tough market (NPN—June p11!4) as 
well as attractive, being the nation’s 
fifth largest with 3,251-billion gal. 


~The state of Wisconsin is setting 
up bulk gasoline tanks at 16 strategic 
locations throughout the state for 
supplying gasoline to State Highway 
Patrol vehicles. Gasoline for patrol 
cars now is obtained through bids 
from dealers. Patrolmen use credit 
cards to buy it from the low bidders. 
Last year the patrol purchased about 
566,000 gal. of gasoline. 

Gov. Gaylord Nelson says suppliers 
will keep the bulk tanks filled at a 
cost of 5.6¢ to 9.4¢ gal. less than the 
credit-card prices now paid, for an 
estimated saving of $40,000 a year. 
The supplier would install the tanks. 

Nelson says the State Department 
of Administration is considering plans 
to set up similar bulk-fuel tanks for 
other state departments. 


> Missouri may get a two-cent gasoline 
tax boost when the legislature convenes 
in January. And most oil marketers 
in the state are happy over the pros- 
pect. 

Although it has the lowest gasoline 
tax rate in the nation, Missouri is 
plagued by numerous local levies on 
gasoline. Local taxes in the state 
range from 0.2¢ to as high as 2¢ (in 
Kansas City and Columbia). St. Louis 
has a 1.5¢ local gasoline tax. 

The situation has created headaches 
for service-station dealers, especially 
in St. Louis County. Dealers who are 
located in an incorporated municipal- 
ity may have as much as a 1.5¢ local 
tax levied on gasoline, whereas the 
service-station operator across theroad 
can carry a lower price because he 
lives in an unincorporated area where 
there are no local gasoline taxes. 

Several court cases have come up 
because of the municipal gasoline 
taxes. A circuit court in South St. 
Louis County held that service stations 
in Sunset Hills, Mo. paid a much high- 
er tax than other businesses in the 








MORRISON-INTERNATIONAL 
PORTABLE TIRE DISPLAYS 


To sell tires, display tires. It's as simple as that. 
The easiest, quickest, best way to do it 


is with a Morrison-International Portable Tire Display. 


MODEL #477 
20-Tire High Volume 


MODEL +508 
Hard-working 


Silent Salesman 4-Tire Display 


Moves easily on big 5” casters. Sturdy Sell tires in sets of 4. Easy-roll 
construction. Choice of advertising casters. Double-faced sign. Baked 
imprint on double-faced sign. Equipped enamel finish. 


with heavy-duty locking chain. 


ATTENTION TIRE MANUFACTURERS — PETROLEUM MARKETERS. Increase your tire 


sales with Morrison-International Tire Displays. Ask about our Special Promotional Plan. 


THREE STAR SALES CORPORATION 
56 W. MAPLE STREET 12 DEPOT SQUARE 3453 CAHUENGA BLVD. 
CHICAGO, ILLINOIS | ENGLEWOOD, NEW JERSEY | LOS ANGELES, CALIFORNIA 
Ph. MOhawk 4-3342 Ph. LOwell 7-1700 Ph. HOllywood 2-0867 


NATIONAL 
SALES AGENCY 


Manufactured by 


INTERNATIONAL EQUIPMENT A Div. of MORRISON-INTERNATIONAL CORP. 
2485 WALDEN AVE. ° BUFFALO 25, N. Y. 


A Subsidiary of Ryder System, Inc. 
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area, and ordered the municipality 
to abandon the “subterfuge.” The 
case has been appealed and is sched- 
uled for argument in the Missouri su- 
preme court this month. 

If the circuit court judge’s decision 
is upheld in the Sunset Hills case, 
the gasoline amendment hiking the 
state tax and doing away with local 
taxes has a good chance of passing 
the legislature in January. The two- 
cent boost would then be refunded 
to cities and municipalities on a grad- 
uated basis. 


Masterson to the area sales office. 


Standard Oil (Ohio) has decided to 
permit use of trading stamps at se- 
lected salaried and consignments sta- 
tions, depending on competitive con- 
ditions in the area. 
PTexaco’s 60,000-b/d refinery at 
Lawrenceville, IIl., 
LP-gas to local distributors around 
Nov. 1. That’s the date when Texaco 
expects to be finished installing an 
LP-gas recovery unit at the plant. 
Texaco has assigned Clayton L. 








B& 


P. O. Box 6 





INCREASE YOUR BUSINESS 
WITH BAMELCO ALUMINUM OR STEEL 


your best buy. Wash, grease and pump 
covers are expertly designed in heavy, 


for ten years against peeling. 


TH corporation 


Tel. UPtown 2-2476 


PANEL CANOPIES 


Buy Direct from Factory 
at Lowest Prices 


Top quality, long service life, reasonable 
prices, beauty, make BaMelCo canopies 


prepainted metal to match the architec- 
ture of your building, and to meet local 
building codes, wind and snow hazards. 
All surfaces are primed and finish-coated 
with Dupont baked enamel, guaranteed 


Designs and colors are adapted to meet 
your requirements. Let us quote you on 
your needs on a direct not installed, or 
completely installed, basis. Factory field 
salesmen are available for immediate 
action. 


AMERICA'S QUALITY LINE 


Houma, La. 








will be offering 





The Rockies 


Jobbers, dealers seek 
revision of allowance 
for ‘gas’ -tax collection 


COLORADO Petroleum Marketers 
Assn. is trying to marshal all seg- 
ments of the industry behind a pro- 
posal to revise 
the state gaso- 
line-tax _—_collec- 
tion allowance. 

The marketers 
have drafted an 
amendment _ that 
will be offered to 
the Colorado 
legislature in 
January 1961. 
The revision is 
intended to clari- 
fy the present 
law and to increase the collection al- 
lowance now shared by distributors 
and dealers. 

Since Jan. 1, 1954, the service- 
station dealers have been receiving 
one-half of the 2% collection allow- 
ance that was granted many years 
ago to jobbers. A recent court action 
held that jobbers were not required 
to refund the tax to dealers as pro- 
vided by the law effective Jan. 1, 
1954. 

In the light of that decision, dealers 
and marketers are jointly drafting an 
amendment under which dealers 
would get a 1% refund direct from 
the State Revenue Dept. and disirib- 
utors would receive a 2% refund in 


By brank Puman 


Everybody’s a winner at Carter’s game 
booth, touring county fairs (see Rockies) 
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AMSCO Solvent Jobbers 
lead the good 





here’s why 


AMSCO Solvent Jobbers make more money. They get a 
higher margin on AMSCO solvent sales. 


AMSCO Solvent Jobbers get better service. With 
AMSCO’s nationwide network of refineries and ter- 
minals, jobbers are never caught with inventories 
down. They can promise and make fast delivery. 


life 


AMSCO Solvent Jobbers sell more solvents. AMSCO is 
first in sales because AMSCO is first in quality. 


AMSCO Solvent Jobbers get lots of help. AMSCO’s Mar- 
keting and Research men will work with you at your 
request. Then too, AMSCO’s advertising is working 
for you where it does the most good. 





if you’d like to enjoy all these benefits of the AMSCO Solvents Jobber, ~ 
send this coupon today. We’ll see that you get full information. 


AMERICAN MINERAL SPIRITS COMPANY | 


General Eastern Offices 
Murray Hill, N. J. 


Please furnish me infor- 


200 S. Michigan Ave. . 8600S. Garfield 
Chicago 4, Ill. 


bg © south Gate, Calif. 





mation on the extra 
profit opportunity in 
solvents offered by 
AMSCO. 
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the same manner. This would make 
the total allowance 3% for collection 
of the state’s 6¢-gal. gasoline tax. 

The present 2% collection allow- 
ance amounts to about $500,000, and 
a 3% allowance would provide about 
a $750,000 refund to dealers and 
jobbers. 

Marion Strain, executive secretary 
of CPMA, says he’s already received 
favorable response from many deal- 
ers and most supplying companies. 


They’ve indicated they will support 
such legislation. 

The current Colorado governor, 
Steve McNichols, was one of the 
main supporters of the 1% allowance 
for dealers made effective in 1954. 
Strain says he expects McNichols 
would not oppose legislation to clari- 
fy that original refund for dealers. 


> County fairs in the marketing area 
of the Carter Div. of Humble Oil & 
Refining Co. form the backdrop for 


faey-«\s the 

neart of your 
business ticking 

as it should? . 





* Kellogg-American air 
compressors are 
engineered for longer 
trouble-free life. 

* They deliver more air per 
kilowatt hour, which means 
lower operating cost. 


* Warehouses and parts depots are 


located throughout the country. 


* Kellogg-American 
produces over 250 
different standard models 
from 44 thru 20 HP, 
single and two-stage. 


FOR FULL 
DETAILS, CALL 


YOUR 
KELLOGG-AMERICAN 
JOBBER 
OR WRITE TO: 


KelloggAmerican 


DIVISION SCAIFE COMPANY ¢ PITTSBURGH 35, PA. 








a new sales promotion featuring an 
812-ft-tall sign of Happy Motoring— 
Happy the Oil Drop. 

Happy’s flexible right arm beckons 
fair patrons to play Carter’s “Carnival 
Daze” game at each fair. It’s the old 
game of spinning the wheel and pick- 
ing the winning number. In this case, 
though, every person is a winner. At 
worst he wins discount merchandise 
coupons for services at local Carter 
stations. The luckier persons receive, 
in addition to coupons, certificates 
for free service or merchandise at a 
Carter station. 

The Oil Drop has appeared at 
fairs in Grand Forks, Jamestown, 
Fargo, and Minot, N.D., where Carter 
dealers reported noticable business in- 
creases at the time. 

Other appearances are scheduled 
this fall in Carterland fairs. 


Canada 


Canadian association 
seeks bill to stop 
oil-company ‘coercion’ 


CANADIAN service-station operators 


have laid their troubles before the 
| federal government. 


The National Automotive Trades 
Assn. (NATA), appearing before the 
banking and commerce committee in 
the House of Commons, charged that 
oil companies dictate to dealers, using 
as weapons their size, dominant posi- 


| tion in the market, and threat of lease 
| cancellation. The association repre- 
| sents garage and service-station dealers 
| of Canada. 


In a brief prepared in connection 
with proposed amendments to the 
Combines Investigation Act, represen- 
tatives of NATA took the opportunity 
to urge legislation against exclusive 
dealing, coercion of  service-station 


| dealers on TBA purchases, quantity 
| discounts 
| commission type stations, and fixing of 


to commercial accounts, 


maximum resale prices. 


Pacific Petroleums Ltd. has acquired 
all Canadian holdings of Phillips 
Petroleum Co. In exchange, Phillips 
receives 39% of the company’s com- 
mon stock, Sunray 5.8%. 

The consolidation will bring Pa- 
cific’s total assets to an estimated 
$315-million. 


»Heating-oil jobbers in Sudbury, Ont., 
have formed the newest chapter of 
Oil Heating Assn. of Canada. Lorne 


| Anderson of Empire Coal and Lumber 
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Co. Ltd. is president, and J. W. Sime 
of Carrington Lumber & Builders Sup- 
ply Ltd. is secretary. 


Because normal financing isn’t pos- 
sible, the multimillion-dollar Peace 
River Oil Pipe Line project connect- 
ing British Columbia to Pacific Coast 
markets won’t be built. The company 
has surrendered to British Columbia 
authorities its permit to build the 
crude-oil line. 


The Southwest 


Texas multimillionaire 
thanks Dallas citizens 
... new crude unit 


> ONE OF DALLAS’s well-heeled citi- 
zens, who has made millions in what he 
terms “investments,” has a big bill- 
board erected on the outskirts of town 
that says: 

“O. L. Nelms thanks you for help- 
ing him make another million.” 

He runs the same thing in classified 
sections of the daily papers occasion- 
ally. 


Fidelity Oil Co., mew Shell jobber 
in Odessa, Tex., is out to win back 
some of the business Shell lost when 
Westex Oil Co., long-time Shell job- 
ber, sold out to Continental (NPN— 
Jan. p30). 

Head man at Fidelity is J. W. Starr, 
Shell LP-gas distributor of Midland, 
Tex. 

New Shell stations are planned in 
Midland, Odessa, Kermit, Denver 
City, Seminole and Andrews, Tex.; 
and Jal, Eunice, Hobbs and Loving- 
ton, N. M. 

An independent refinery at Odessa 
is manufacturing two gasolines for 
Shell. Lubricants and special products 
are supplied by Shell refineries. 


American Oil Co. announces plans 
to build what it calls the world’s lar- 
gest crude-running unit, 150,000 b/d. 
The unit will be constructed at Amo- 
co’s Texas City, Tex., refinery. 

Building contracts are expected to 
be signed soon. 

Other major units included in Amo- 
co’s modernization are: 

e A new catalytic cracking unit 
with a fresh feed rate of about 47,600 
b/d. 

e A 14,600 b/d alkylation unit, 
which will include butane-splitting and 
isomerization facilities. It will also be 
the largest such unit in the world, says 
Amoco. 
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Amoco president L. W. Moore says 
the 150,000-bbl. unit will add slightly 
to crude-running capacity, but the 
main purpose is to increase quality 
and operating efficiency. 


Bleeker Green, a free-lance photo- 
grapher who does much of NPN’s 
picture work in the Dallas-Ft. Worth 
area, says he knows of a Fina dealer 
who is excellent on customer relations, 
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too. This dealer, Dick Prather, washes 
Bleek’s car free when it’s left for 
servicing and the help isn’t busy. 

“I asked him why, and he said he 
wanted to keep his men occupied,” 
says Bleek. “Can you imagine him 
giving something away free that he 
normally sells? But he has a life-time 
customer in me now, just because of 
one free wash job that I didn’t ask 
for and didn’t expect.” 





Take a Closer Look 
at Your OPPORTUNITIES 


In Special-Purpose Lubricants 


and Discover . . 


What a difference the dag’® makes! 


For over fifty years, Acheson has pioneered the use of film-forming, 
colloidal solid additives in oils and greases intended for special- 
purpose applications. Beginning with the development of colloidal 
graphite by Dr. E. G. Acheson in 1906, ‘dag’ colloidal dispersions have 
gained ever widening acceptance and recognition as the “ultimate” 
in basic concentrates. ‘dag’ brand products are your assurance of 
dependable performance and economy in lubricants compounded for 
metalworking, metal casting, glass mold and other uses involving 


high temperatures and pressures. 


Write today for information on Acheson colloidal graphite, molybde- 
num disulfide and other dispersed solids. Discover for yourself what 


a difference the ‘dag’ makes! 


ACHESON Colloids Company 


PORT HURON, MICHIGAN 


A division of Acheson Industries, Inc. 


Also Acheson Industries (Europe) Ltd. and affiliates, London, England 
Offices in: Boston + Chicago + Cleveland + Dayton + Detroit» Los Angeles » New York 
Philadelphia « Pittsburgh « Rochester « St. Louis 
‘dag’ is a registered trademark of ACHESON Industries, Inc. 


GENTLEMEN: Please send me the literature checked below: 


[_] Bulletin 421 — For Assembly and Run-In Lubrication 
[_] Bulletin 424 — For Use In Industrial Lubricants 
[_] Please-have your representative call 


[_] Products List 


name 


title 





address 





company 
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How {eeatit| made ground-refueling hose 
to meet toughest government specifications 


1. Developed a tube compound that can carry all aircraft 
fuels without showing appreciable signs of swelling or loss of 
adhesion to the carcass. A tube that withstands constant 
bending, twisting, and flexing without ply separation. Per- 
forms well in the range —40°F to +130°F. 


2. Developed a tube reinforcement that is lightweight for easy 
handling and storage, yet able to withstand extremely high 
pressure without bursting. Resists weather, mildew, rot, 
and oil. 


3. Developed an abrasion- and oil-resistant cover compound 
that protects the tube and reinforcement from damage when 
the hose is dragged over concrete aprons. 


4. Completely bonded all component parts by an exclusive 
process of curing and manufacturing to provide a ground- 
refueling hose that is not only strong and easy to handle, but 
the safest ever built. 


Get complete information on Thermoid-Quaker ground-refuel- 
ing hose from your local Thermoid industrial distributor, or 
write Thermoid Division, H. K. Porter Company, Inc., Tacony 
& Comly Sts., Philadelphia 24, Pa. 


THERMOI/D DIVISION 


H.K.PORTER COMPANY, INC. 











What They’re Saying 





About federal controls 
... high-pressure sales 
... emphasis on ‘gas’ 


6¢ Remember, it is never so bad to be 
beaten by an adversary as it is to 
lose because you beat yourself. I 
can assure that increasing federal 
control can be the ruination of the 
oil business or any other business. 
Let’s don’t vote ourselves out of 
business . . . or sit on the door stop 
of complacency until the federal gov- 
ernment pushes us and we topple into 
history as a breed of businessmen 
who couldn’t handle their affairs.” 
Harlan M. Nelson, assistant sales 
manager, Phillips Petroleum Co. 


¢Too many latter-day peddlers and 
drummers have given salesmanship a 
bad name. At one extreme they've 
made it into a process of high-pres- 
suring people into buying what they 
don’t want at prices they can’t afford 
to pay. At the other extreme they’ve 
made it into a process of mere lack- 
adaisical order taking. But real sales- 
manship—constructive marketing—is 
a dynamic creative thing that involves 
the efficient satisfaction of the cus- 
tomer’s real needs and desires. It’s 
that kind of salesmanship that dealer 
and supplier, working in cooperation, 
have to bring to the marketplace.” 
William H. Miller, general sales man- 
ager, Standard Oil Co. (Indiana). 


Q¢All divisions of our industry are 
inseparably linked, yet at times there 
is a tendency for producers, refiners, 
and marketers to act at cross purposes. 
But every one of us has the same 
objective of delivering oil from the 
ground to the consumer. An ap- 
preciation of each other’s problems is 
a fundamental need if the oil industry 
—every phase of it—is to maintain 
a healthy status in 1960 and the years 
ahead.” H. D. Moore, president, 
Derby Refining Co. 


6¢ Gasoline, which the industry con- 
siders its most important product, 
satisfies only 20% of the nation’s 
appetite for energy. Yet gasoline is 
the recipient of most of the industry’s 
sales promotion. On the other hand, 
even though fuel oils and natural gas 
together serve a market that is 24% 
times larger than that for gasoline, 
there is relatively little sales effort 
in behalf of fuel oils, and the mar- 
keting of gas is turned over mainly 


to others.” John S, Winger, petroleum 
economist Chase Manhattan Bank, 
New York, N.Y. 


PORTER SERVES INDUSTRY with steel, rubber and friction products, asbestos textiles, high voltage electrical equipment, 
electrical wire and cable, wiring systems, motors, fans, blowers, specialty alloys, paints, refractories, tools, forgings and 
pipe fittings, roll formings and stampings, wire rope and strand. 
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THE HEAR’ 
SERVICE 
Is ITS PUMPS 























and the heart of the (Wayne pump is... 


Sela Zl” 








continuous duty 


solo pumping unit 


Provided as standard equipment on all Wayne suction 
pumps, the Continuous Duty Wayne Solo Unit has proved 
in service to be the most durable, most easily maintained 
unit ever built into an island pump. It is completely 
self-contained. Pump, motor, strainers, bypass valve, 

air eliminator, check and pressure relief valve, floats— 
all are housed in one aluminum casting to save space, 
eliminate piping, and increase hydraulic efficiency. Yet 
every component is readily accessible without removing 
dispenser side panels or the Solo Unit itself. The tools 
required? Pliers, screwdriver and wrench—nothing more. 














Perfectly accurate even at very slow rates of flow, the 
Wayne 2PM-3 Two-Piston Meter provides a smoothness of 
operation unknown in other designs. It is noted for unusually 
Z 2 high gallonage put-through. If adjustment is necessary, 
corrosion resistant which is seldom, it is easily and precisely made merely by 
turning a knob. All materials used have been selected for 
micro-accurate meter extreme corrosion resistance. In fact, in a recent test a 
standard Wayne Two-Piston Meter accurately measured 
3,000,000 gallons of a salt water and gasoline mixture 
without exhibiting any sign of corrosion damage. 








Wayne Solo Pumping Unit 


Aluminum body for corrosion resistance and light weight 


Advanced-design internal gear pump for high delivery rate, 
combined with low operating speed and minimum noise level 


Gasoline-cooled motor permits continuous duty for high- 
gallonage service at no extra cost 


Adjustable pulley—no need for idler; simplifies maintenance 


120-mesh Monel filter screens (at inlet and discharge). Easily 
removed for cleaning 


Standard 5/16-18 bolts on all covers 
Complete accessibility to all internal parts 


Copper-clad floats (minimum collapsing strength: 250 psi) 





Wayne 2PM-3 Two-Piston Meter 


Corrosion-resistant aluminum case, dome and cylinder heads 
Adjustment knob readily accessible. No special tools needed 


Stainless steel %-in. driveshaft and crankpin for longest life 
even under the most adverse conditions 


Meter yokes of hardened stainless steel—impervious to both 
corrosion and wear 


Stainless steel antifriction bearings throughout 


Stainless steel cylinder liners—more resistant to wear than any 
other liner material 


Self-lapping carbon valve seat minimizes possible scoring or 
abrasion damage 


Adjacent inlet and discharge connections permit bolting directly 
to manifold; make possible meter removal in 60 sec. 


Hard-coated aluminum valve for maximum wear and cor- 
rosion resistance 





The Solo Pumping Unit and the 2PM-3 Two-Piston Meter are standard on 
all Wayne 400, 420, 440, 600 and 605 pumps. They reflect the engi- 
neering skill and quality of construction you will find in every component 
of these pumps. The name Wayne is your assurance of long, trouble-free 
pump performance, marked by a minimum of maintenance. Write to us 
for descriptive literature and engineering data, giving us your dispensing 
requirements. THE WAYNE PuMP ComPANY, Division of Symington Wayne 
Corporation, Salisbury, Md. WAYNE PumMP CANADA, LTD., Toronto, Ontario. 


WORLD'S LARGEST 
MANUFACTURER OF 
GASOLINE PUMPS AND 


SERVICE STATION EQUIPMENT 








PARKER AIRCRAFT CO. FLUID-SYSTEM COMPONENTS 


Ps ker SIMPLICITY AND RELIABILITY in.. 
a 





AUTOMATIC 


= A. —s«BOTTON 
> LOADING 


me 


oe 
cad 


INTERNAL MOUNTED 
V7 LEVEL SENSING 
‘ FLOAT VALVE 


IN SERVICE NOW! 


PARKER bottom-loading fuel components and systems are 
available Now—and are demonstrating simplicity and reli- 
ability in nearly 100 actual field installations! 

Airlines, trucking concerns, petroleum processing com- 
panies, shipping and unloading facilities—any mode of 
transportation—can rely on PARKER proven equipment. 

PARKER bottom-loading fuel components build a fueling 
system resulting in the simplest loading—with no overhead 
equipment—with no hazards from fuel spillage—and all 
vapors are at the top of the fuel tank, away from the operator. 
THE PARKER SYSTEM AUTOMATICALLY SHUTS ITSELF OFF 
WHEN THE TANKS ARE FULL. 

PARKER reliability—through in-service experience—with 
light and safe components, results in a system of minimum 
weight and size, simple installation without major modifica- 
tions to existing trucks, tanks, and plumbing, and broadest 
flexibility. 

Light-weight components, low pressure drop, complete 
insensitivity to fuel contaminants. Zero back-flow at discon- 
nect, SURGE-0-MATIC feature for highest filling rates RIGHT UP 
TO THE FINAL AUTOMATIC SHUTOFF! 


Re rker AIRCRAFT CO. Is the largest builder of 

aircraft fuel components and systems IN THE WORLD! And Parker 

original equipment—up to 15 years old—is still performing reliably under INTERNAL MOUNTED 
the severest service in aircraft, hydrant systems, and mobile equipment SHUT-OFF VALVI 


all over the world! 
LINE MOUNTED VERSIONS 


COMPLETE SYSTEM COMPONENTS from Parker: = \!50) 


Ch << A 


REGULATORS VENTURIS NOZZLES SWIVELS SUMP CONTROLS COUPLERS 
WRITE FOR DESCRIPTIVE LITERATURE ON PARKER BOTTOM LOADING SYSTEMS AND COMPONENTS 
DISTRIBUTORS IN ALL MAJOR CITIES 
5827 WEST CENTURY BLVD. LOS ANGELES 45, CALIF. e | r er 
AIRCRAFT CO. 





A DIVISION OF PARKER-HANNIFIN CORPORATION 
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es ™DELCO-REMY 
IGNITION PARTS 
TO RESTORE 
NEW-CAR 


PERFORMANCE, 
SPEED SERVICE, 
INCREASE 
PROFITS! 
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Here’s opportunity for you! A national trade magazine* 
survey shows that 84% of the cars on the road today 
need some kind of ignition work. Just take a quick look 
under the distributor caps of your customers’ cars, and 
when you spot trouble, suggest a complete tune-up— 
replace worn ignition components with Delco-Remy parts. 


Why Delco-Remy? Because they are the quality ignition 
service parts for all popular American cars and light 
trucks. They’re ready to install, and make ignition sys- 
tems perform like new. And new packages make these 
Delco-Remy parts easier to stock, identify and sell. 


DELCO-REMY DISTRIBUTOR CAPS are 

ey designed and built of highly dielectric, shock 
and heat resistant materials, and feature voltage- 
saving internal ribs. 


DELCO-REMY CONTACT SETS are factory- 
adjusted and aligned for quick, easy installation. 
Heat-sealed, moisture-proof packages protect 
contact sets against dirt and oxidation. 


strength with minimum weight and superior 
balance to assure smooth rotation at slow 


or turnpike speeds. 


DELCO-REMY CONDENSERS assure cor- 
rect electrical capacity and resist voltage break- 
down. Hermetic seal keeps out harmful moisture, 


E} DELCO-REMY ROTORS combine maximum 


oil, and vapors. 


Delco-Remy electrical parts are available at car or truck 
dealers, or through the United Motors System. 


*MOTOR—June, 1959 


Delco-Remy 
electrical systems 


FROM THE HIGHWAY TO THE STARS 


GM 


Eg DELCO-REMY ¢ DIVISION OF GENERAL MOTORS ¢ ANDERSON, INDIANA 
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Primrose 


Dinnerware premiums bring customers in 


...and more important, keeps them coming back! 

Here’s a promotion that’s a natural profit-builder for 
large and small service station operators. And it’s one 
that’s easily adapted to your needs: you may use indi- 
vidual pieces as giveaways—one item with each ten-gallon 
purchase; or use a punch card, giving the customer a 
19-piece set when he has made all the purchases; or you 
can self-liquidate a 5-piece place setting with each mini- 
mum purchase. However you use it, the new customers 
you win will be steady customers—the kind that keep 
your station sales booming, week after week. 

Primrose Dinnerware is glamorous, yet practical, the 


perfect combination in a premium! It is heat-resistant, 
and the attractive decoration is permanent—will never 
wear off. New Primrose is a top-quality, wanted 
dinnerware, yet it’s priced right for effective service 
station promotion. 

Anchor Hocking has eye-catching display materials 
to make your station the busiest in town. You get striking 
A-board signs and over-the-island banners in brilliant 
Day-Glo colors. Ad mats, display stands, punch cards 
or mailing cards are all available. Here’s a package 
promotion designed for you! 


For complete information, send the coupon today. 


DRIVE IN NOW! 
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Theres no business like new business! 


ORIVE IN 
OVER-THE-ISLAND BANNER 
Now... more than ever... 


ANCHORGLASS |... 


PR EMI U M S Make you friends! 
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Mao a ee 


ANCHOR HOCKING 
GLASS CORPORATION 
LANCASTER, OHIO 


I would like more information on the Primrose 
Dinnerware Service Station promotion. 


NAME__ 





STATION NAME 





ADDRESS. 











Any way you look at it— 
Tires, Batteries and Accessories 
can Take your Business Ahead 


: THE U.S. ROYAL TBA program is your 
Are your tire sales dragging kind of TBA program. It can help you add 


—or ahead like 66 U. ig worthwhile new volume at a worthwhile 


profit. It makes sense. 

Sensible inventory and pricing, for ex- 
ee: battery and Ah flict ol 9 ample. In the three lines of batteries, a single 

7 ce . ‘ . . 
ii price for 12 volts, a single price for 6. Long 
sales down or up like U. S: * shelf life. Hose, battery cables and fan belts 
Take your TBA where you all individually boxed. Sensible balance, too: 
complete yet simplified line of accessories to 


want it to go— increase your business. 
* Put your TBA ahead. It’s easy. You'll find... 
ahead with U.S. ROYAL 


Great things are happening for you at U.S. Royal! 


U.S. ROYAL&STIRES 
GG voited states nebber 
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At tank farms, these K-51 (Penton) coated Rockwell-Nordstrom 
valves insure longer performance and instant operation on 
high octane gasoline. 


SPECIAL COATINGS CUT VALVE COSTS 


Now, Rockwell-Nordstrom lubricated plug valves 
are available with special coatings to solve a wide 
number of corrosion problems that used to require 
costly special alloy valves. 

K-51 (Penton) plastic coatings give iron or steel 
Rockwell-Nordstrom valves an exceptional corro- 
sion resistance against attack by most acids, caus- 
tics and organic-inorganic solvents . . . Kanigen 
(metallic nickel) coatings assure the corrosion re- 
sistance of nickel or stainless steel . . . and Teflon 
coated plugs assist lubricant efficiency on services 
where inadequate or infrequent lubrication is an- 
ticipated. Whatever your valve needs, for the most 
difficult services or the easiest ones, the complete 
line of Rockwell-Nordstrom lubricated plug valves 


can fill your needs better and at lower cost. Write 
for complete details: Rockwell Manufacturing 
Company, Pittsburgh 8, Pa. Canadian Valve 
Licensee: Peacock Brothers Limited. Rockwell In- 
ternational S.A., Geneva, Switzerland. 


Lubrication Makes The Difference 





ROCKWELL-Nordstrom VALVES 


another fine product by 


ROCKWELL 


On loading rack service, Rockwell-Nordstrom valves with 
Kanigen coatings resist corrosive attack by wide range of 
gasolines, additives, and other fuels. 
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SWIVEL ARM SINGLE POST FRAME LIFT 
Requires minimum space, gives complete flexibility 
in car handling at low cost. Engineered to handle 
any American or foreign car, with long-reach, re- 
inforced lifting arms that swing easily to recom- 
mended under-chassis pick-up points. 


FAMOUS TWIN POST LIFT 
Still unexcelled for versatility and anti-obsolescence 
qualities, the Weaver Twin Post Lift can handle 
any car in use today. There are no rails in the way 
. every under-chassis point is readily accessible. 
Write today for Bulletin NPN-457 covering all 
Weaver Lifts. 


WEAVER LIFT 


“H” FRAME SINGLE POST FRAME LIFTS 
(36” and 45” Widths) 

These “H” frame lifts with adjustable lifting arms 

allow this universal model to handle most vehicles. 

They provide excellent accessibility with speedy 

positioning. 





WEAVER MANUFACTURING DIVISION « DURA CORPORATION 


A COMPLETE LINE—AND NO ONE BUILDS 


Springfield, lll., U.S.A. 


SERVICE SHOP EQUIPMENT 


SOPOT ETSSSSOSESOOEEEH SESE ESOS HS EOESESEEEEEES SOSH O HOE SETOOEH SESE SEE SE SEEHOEHESEESEE REESE ESET ERE EEOEESED 


OVER 50 YEARS SERVING THE AUTOMOTIVE SERVICE INDUSTRY 


iT BETTER THAN WEAVER 


Complete Weaver line includes: Twin Post* Lifts e Triple Post Lifts* @ Frame Type, Roll-On and Free-Wheel Single Post Lifts 
Unit Lifts @ Bumper Jacks @ Car Washers @ Wheel Alignment Equipment e Headlight Testers @ Brake Testers 
Wheel Balancing Equipment @ Jacks @ Wheel Dollies @ and Air Compressors (*Registered Trademarks) 
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NEW PROFITABLE PROMOTION FOR TEXACO DEALERS! 


Remember Texaco’s toy tank truck offer last year? It was the most 
successful promotion of its kind ever conducted! Now Texaco 
Dealers have another giant promotion . . . a large, scale-model 
Toy Texaco Service Station. It’s a big-value traffic builder .. . 
advertised in national magazines such as LOOK, LIFE, SATUR- 
DAY EVENING POST, READER’S DIGEST, AMERICAN 
LEGION, SUNSET. Also on the Texaco Huntley-Brinkley 
Report, TV’s most popular news program... and on children’s 
TV shows, plus compelling station-display material. All this 
means more customers, more profits for Texaco Dealers this Fall! 
‘Just one more reason why it pays fo sell the best... TEX ACO 
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A modest investment may provide you with a 

promising future as a Texact 

or Distributor.. Investigate — senc 

Sales Manager, Texaco Inc., 135 E. 42nd Street, 

New York 17, N. Y 


| would like to get complete information about 


ssibility o ” > with Texaco as a 


the ¢ 

[_] Dealer (] Distributor 
NAME 

STREET 


CITY. 


SU 
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“It pays... 


AC SPARK PLUG # THE ELECTRONICS DIVISION OF GENERAL MOTORS 
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always install AC Spark Plugs 
in General Motors Cars!” 


Says JOE PINTER, 
Service Station Owner, Bloomfield Hills, Mich. 


“Installing AC Fire-Ring Spark Plugs pays off in customer satisfaction— 
the kind that spells repeat business and increased sales. It stands to reason 
that—since ACs are the original equipment leader—‘they must be the best’ 
for replacement, too. Customers tell me how new ACs give their car new 
pep and power—and better gas mileage. It’s easy to see why I stick with 
ACs, as the top replacement spark plug: It pays off!’ 


From the hub of activity surrounding 
Pinter’s Service Station—you know he’s 
delivering the service and parts his custom- 
ers want—including top quality AC Spark 
Plugs. All ACs have the exclusive ‘Hot 
Tip” that heats faster and cools faster to 
burn away fouling deposits as they form. 
AC also makes the exclusive ‘“Extended’ 
Shell” for Ford cars; and the specially 
engineered ‘‘Resistor-type Extended Shell’’ 
for Chrysler cars. So why not take the lead 
from this successful service station owner: tip 
Sell your dealers on installing ACs in their 
customers’ cars—at least every 10,000 
miles. ea 


¥ 
\ 


‘4,,.and in outboard motors, too!" 
adds Joe Pinter, Sporting Goods Store Owner. 


Joe’s Service Station success has also 
carried him into the sporting goods busi- 
ness, where changing outboard spark plugs 
becomes routine. Joe says, “Since the 
largest maker of outboards installs ACs— 
I replace with ACs. I like AC’s attached 
Spin-On Gasket that makes installation 
and removal easy. And my customers like 
the fact that ACs are rustproofed. ACs 
really pep up their outboards,” 


FIRE-RING SPARK PLUGS — 


BEST FOR ALL CARS! ys / 
4 
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PURE helps jobbers 
cash in 
on 

truck stop 
stations 








PURE now has over 240 modern, high-volume truck stops and is recognized as 
leader in the field. Over 40 per cent of the special TruckStop stations in our 
24-state marketing area—from Minnesota to Florida—fly the PURE flag. To 
learn how you can profit from our experience and the popularity of PURE 
TruckStops with over-the-road truckers, call or write our District or Division 
Manager in your area, or Retail Marketing Department, The Pure Oil Com- 
pany, 35 East Wacker Drive, Chicago 1, Illinois. 


“PURE believes in jobbers...BE SURE WITH PURE 
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UNRESTRICTED FLOW 


PHILADELPHIA 


mean 
fast 
deliveries 








at en time at the delivery point, 
and you save money.” That is the con- 
sensus of tank truck operators every- 
where, and it is one of the many ad- 
vantages of Philadelphia Hose Reels. 





Aligning Boll Bearing 





—— Spokes for Drum ste. 
SECTION THROUGH REEL 











Unrestricted passageway is clearly 
shown on the sectional view of the 
spindle and seal. Note the long radius 
curvature of the elbow, free from re- 
striction. A self-tightening Neoprene 
seal is used. It is tight at high or low 
pressures and will run for many years 
without any signs of wear or leakage. 
Note that the ball bearings for the 
spindle are outside the passageway 


and not in contact with the fluid. 


The actual fact is this: when a re- 
stricted flow reel is replaced with a 
Philadelphia Hose Reel, the resulting 
full flow means faster delivery—without 


changing either the pump or the hose. 


Philadelphia Reels are light in weight 
and are built like a fine automobile. 
All parts are made of steel, malleable 
iron or bronze (no cast iron is used). 


All shafts and bearings are equipped 
with ball bearings with hardened and 
ground races. Seven ball bearings are 
used on each reel. This means the reel 


HOSE REELS 


will last many times longer than one 
equipped with plain bearings. 


Prices No Higher. Quantity produc- 
tion of standard parts, plus many 
years of experience, enables us to 
build these high-grade reels at prices 
competitive with and in many cases 
lower than other makes. Philadelphia 
Hose Reels are made in all sizes from 
1” to 3” with hand or power drives— 
Under- 


writers’ approved explosionproof 


electric, air or hydraulic. 


motors when required (any voltage). 


Send for Bulletin No. 171. 


PHILADELPHIA VALVE COMPANY 


2497.6. 


ONTARIO STREET, 


PHILADELPHIA 


Manufacturers of Reels & Valves Since 1922 
Pacific Coast Distributors: 


Oil Marketing Equipment Co., 325 Fremont Street, San Francisco 5, California 


Howard Supply Co., 5125 Santa Fe Avenue, Los 





New England Distrib North Pi 
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Angeles 11, California 


Service & Supply, inc., 37 Brockley Road, Jamaica Plain 30, Mass. 














Jack Neall at the helm of “Solar Heat II’ out of Ocean City, New Jersey. 
Jack has skippered the Milton Hagerthy Fuel Oil Company since 1954. 


Solar Heat Dealer Mixes 
Business with Boating 


Jack Neall’s prize wall decoration —a husky 
swordfish caught off Ocean City during an out- 
ing on “Solar Heat IT.” 


JACK NEALL, owner of the Milton Hagerthy Oil 
Company, also owns a boat. He calls it “Solar Heat 
II.” Ask him why and Jack says, “Why not? I can 
fish and continue to promote the business at the 
same time. Promotion’s a big thing in fuel oil. I 
get plenty of help from Gulf. No reason why I can’t 
carry it one step further. You never know when a 
prospect will spot that name. The more I keep 
reminding local people about Solar Heat, the more 
customers I get. That’s what I’m in business for.” 


Solar Heat’s big competitive advantage, the ex- 
clusive Hydrogen Purification process, cuts down 
on maintenance calls. This means less time spent 
on service calls. More profit, too! 


Get the full story on the advantages of being a 
Gulf Solar Heat brand reseller. Phone your nearest 
Gulf office today. Only Gulf offers so many exclu- 
sive selling and promotional ideas! 


Go one better 
—Go Gulf 


SOLAR HEAT 
heating oil © 
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TOKHEIM’s pre-set meters control flow, 
measure accurately, record transaction! 


Drivers depend on Tokheim Meters to shoulder 
a healthy share of the work on every fuel delivery. 
After driver sets gallonage, Tokheim’s Pre-set 
Control takes over! Lets product flow up to 
40 g.p.m. until three seconds before completion. 
Then, smoothly, automatically reduces flow to 11 
g-p-m. Gently cushions automatic stop — elimi- 
nates shock and strain. Gallonage is accurately 
measured at any rate of delivery. Recorded and 
receipted, too, by Ticket Printer (optional). 


Tokheim’s own new meters are precision in- 
struments. All vital working parts are rugged 
stainless steel or other noncorrosive materials. 
Will measure any of today’s fuels, day in and 
day out, without a maintenance problem. Air 
separator and strainer are reversible. Ideal for 
either single or dual installations—for tank 
trucks, bulk plants, airports or industry. Ask 
your Tokheim representative about improved 
Model 635 Meters today. 


SYMBOL OF EXCELLENCE 


General Products Division 


TOKHEIM CORPORATION 


WABASH AVE. FORT WAYNE 1, IND. 


OKHEIM 





Gasoline Pumps 
and Accessories 


Subsidiaries: GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., 
Toronto, Ontario; Tokheim International, A. G., Lucerne, Switzerland 
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~ Ask your distributor now aia 
EVER-TITE COUPLING CO. INC. 


.254 West 54th Street, New York 19, N.Y. 
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Ahead of the News 





IN WASHINGTON 


Depletion’s Hot Now—Oil’s depletion allowance may 
become the “swing” issue in Texas and other producing 
states in next month’s elections (see page 65). 

e@ Democratic leaders are scurrying to convince oil 
people that the party platform language doesn’t promise 
a cut in oil’s depletion rate. Their candidate, Kennedy, 
has voted to reduce depletion on a graduated basis— 
but isn’t likely to press for reduction if elected. GOP 
candidate Nixon, however, has the political upper hand 
on depletion, having publicly promised to support it. 

@ But Congress will have the final say on depletion. 
In the Senate, a hard core of antidepletionists hasn’t 
increased in number over recent sessions. Yet this group 
is confident a depletion cut is in the cards for a future 
Congress—perhaps not too many years away. In the 
House, speaker Sam Rayburn and other backers have 
kept depletion from a floor vote. Outlook for 1961 re- 
mains the same: a continued threat in the Senate, 
Rayburn’s protection in the House. But November 
elections could affect this. 

s 
Resid Allocations—lInterior Department, hunting a 
new formula for allocating residual-fuel imports, may 
settle on a system similar to that used for allocating 
crude oil, plus consideration of historical factors. The 
present system is based on imports for 1957. In any 
case, no new system can take effect before Jan. 1. 

* 
One Less Statistic—Conflict in the count of service 
stations by three government agencies (NPN—Nov. ’59 
p83) appears nearing settlement at last. The Office of 
Business Economics (counting 335,000 outlets) has de- 
cided to discontinue its specific breakdown in the serv- 
ice-station category. This leaves two sets of figures for 
total U. S. service stations, which aren’t so far apart. 
Census Bureau says 206,000, Internal Revenue Service 
says 218,000. 


AROUND THE COUNTRY 


Another Standard Consolidates—Standard Oil Co. 
of California will consolidate its affiliates in other 
Standard companies’ territories into one company, Cali- 
fornia Oil Co., on Jan. 1. Object: a single corporate 
identity in areas where Stancal can’t use its “Standard” 
name—paralleling earlier moves by Jersey Standard 
(NPN—Oct. ’59 p 107) and Indiana Standard (NPN— 
Aug. p81). 

The new company will operate east of Nevada, under 
“Chevron” and “RPM” brands. It will comprise these 
former affiliated companies, operating with present 
management as divisions of California Oil: California 
Co., Standard of Texas, The California Oil Co., Salt 
Lake Refining, and Pasotex Petroleum. 


Resid Price Study Coming—Federal Reserve Bank’s 
study of residual-fuel prices in New England will be 
ready by about the middle of November, the bank says. 
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Kept under ‘mystery’ 

wraps, then unveiled 

simultaneously, Ence . 

signs have just gone up at many Carter stations in Northwest 


Meanwhile Humble signs are going on stations of all divisions 


Does This Mean Enco's In? 


ENCO oval signs are flying over many Carter stations 
in the Northwest. Presumably all Carter stations will be 
flying them soon. It’s a big leap ahead for the Enco 
brand—thought by many to be destined to share with 
Esso the marketplace identity of Humble Oil & Refining 
Co. Carter is a Humble division. 

The new brand name appears on all service stations, 
billboards, and road signs for Humble in western Mon- 
tana and eastern Washington. It went up last month. 

The Enco name first appeared in June, ostensibly as 
an experiment, on Carter gasoline pumps in the Seattle 
and Portland areas (NPN—July p119). The next month 
Enco went on pumps in eastern Washington and western 
Montana. With Enco now going up over stations, Hum- 
ble appears to be satisfied with the marketing experience 
and customer acceptance of the new brand. 

Enco pumps, and possibly Enco signs, will also be 
seen in Ohio this fall, when Humble begins opening its 
first stations there (NPN—June p114). After that may 
come the Oklahoma and Pate division in the Midwest, 
then the Humble division in the Southwest. 

Esso, brand name of Humble’s Esso Standard divi- 
sion, apparently will remain. Some 2,200 Humble signs 
have already been installed on station facades of Esso 
outlets in the East. They will ultimately go on 20,000- 
plus stations. Humble signs are also appearing on 
Jersey Standard stations across the country. 


More Ahead of the News & 
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Ahead of the News 





Department-Store Competition—Gilchrist’s, Boston 
department store with branches in six Massachusetts 
cities, is going into the home-heating business. The 
store will offer oil, coal, coke, and burner service on 
regular charge accounts or a special budget plan. 
Gilchrist’s offers a service-policy guarantee, promises a 
“premium oil” treated with methyl additive. 
* 

Gulf's Political Action—Gulf Oil is making “consider- 
able progress” with its political action program (NPN— 
Nov. ’58 p77), says Henry La Cossitt, Gulf’s public- 
relations rep in Washington. Here’s what’s happening 
under the two-year-old program: 

@ Regional representatives are at work in “key cities” 
—Philadelphia, New York, Atlanta, Jackson, Miss., 
Houston, Chicago. 

e A series of public-affairs conferences is being held 
in Philadelphia. 

e A “very active” Gulf Women’s Club is working 
on community projects in Houston. 

e Gulf people are active in civic affairs throughout 
the nation (a Williamsport, Pa., distributor has been 
elected to Congress). 


a 
Humble to Buy Monterey?—Humble Oil & Refining 
Co. is negotiating to buy Monterey Oil Co., $100-mil- 
lion domestic producer. This would be one of the big- 
gest oil mergers in recent years. However, the Justice 
Dept. could block it as it did Texaco’s proposed ac- 
quisition of Superior Oil Co. 

* 
Less Antifreeze—If compact cars grab 50% of 
the market next year, as predicted in some quarters, 
it will point to a long-term reduction in antifreeze 
volume. A preliminary estimate based on comparative 
radiator size indicates that average cooling-system 
capacity of all 1961-model cars will be 8% below 
that of 1960 models. 

a 
New Pipeline—Ten companies will participate in 
building a 150,000-175,000-b/d products pipeline from 
East Chicago, Ind., to Green Bay, Wis. Companies are 
Indiana Standard, Mobil Oil, Shell, Texaco, Cities Serv- 
ice (Del.), Pure, Conoco, Ohio, Clark and Pate Oil di- 
vision of Humble Oil & Refining. 


a 
Gasoline Via Piggyback Freight—Gasoline, other oil 
products, and flammable chemicals will soon be shipped 
by tractor-trailer and railroad piggyback flatcar. Chi- 
cago & North Western has received approval of Assn. 
of American Railroad’s bureau of explosives to handle 
highway tank trucks loaded with these products. De- 
velopment of this added piggyback service is expected 
to take some time, since a new rate structure must be 
developed. 

a 
Webb in California—Harry Webb Jr., the skid-tank 
entrepreneur of Dallas, is developing a retail gasoline 
business in southern California. Webb, who built a 
string of cut-rate skid-tank outlets from the heart of 
Texas into the Midwest (NPN—July ’58 p95), moved 
quietly into the Los Angeles Basin market, operating 
as Arrow Oil Co. 
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Burner Makers Getting Active — Oil-Heat Institute 

reports that burner manufacturers are showing more 

interest in joining the trade association these days. “We 

are getting them into OHI at a rate of one a month,” 

says Charles Burkhardt, OHI’s managing director. 
® 


Merger Meeting—The anticipated merger of National 
Petroleum Assn. and Western Petroleum Refiners Assn. 
is expected to become a reality soon. NPA’s trustees 
and WPRA’s board of directors are scheduled to meet 
in Chicago during the annual API meeting. Reason for 
no action being taken at NPA’s recent annual meeting: 
NPA didn’t want to do anything before WPRA direc- 
tors had a chance to meet, otherwise it might look as 
if NPA were pushing. 

a 
Private-Brand Shrinkout—In New Mexico, another 
prominent private-brander has dropped out. Hedges 
Oil Co. of Albuquerque turned its string of retail sta- 
tions over to Standard of Texas (Standard of California 
subsidiary), the market leader there. Details of the 
transaction haven’t been made public. Standard of 
Texas handles a “PDQ” private-brand at a number of 
stations, so there’s speculation that it will be used at 
some of the Hedges stations. Some time ago Famariss 
Oil & Refining sold its private-brand stations in Albu- 
querque to Humble, which is operating them as “Ari- 
zona” brand outlets. Cory Penn, Hudson, and Famariss, 
in some parts of the market, are the principal remain- 
ing independent chain operators in New Mexico. 

a 
Union Oil Issues Scrip—Pads of coupons that may be 
used as cash at Union Oil service stations are now 
available. Called “76 Autoscrip,” the coupons come 
in $5, $10, and $20 books. They can be purchased for 
cash or charged to a credit card. The system is similar 
to that used by many oil companies in days before 
credit cards. Union suggests giving the coupons as gifts, 
either for use by persons without credit cards or to 
control “purchases by younger members of the family.” 

o 
New Designs for DX—Lippincott and Margulies, New 
York design firm, is working up ideas for new DX Sun- 
ray service-station designs. To be decided on late in the 
fall, the designs are said to be “startling.” Included 
among considerations: a station made entirely of ex- 
truded vinyl plastic. 

« 
Insurance While You Wait—Texans can now buy 
life insurance at 105 Mobil Oil service stations in the 
Dallas-Fort Worth area. The policies are purchased by 
dropping quarters in a vending machine and signing a 
form. The buyer is then insured for one week for up to 
$2,000 (four quarters). The machine is portable, de- 
signed to be handed to the motorist as he sits in his 
car. The dealer profits 5¢-7¢ on each policy. Franchise 
rights cost $125 from World Land Corp., Denver. 

a 
More Antifreeze Brands—Look for a flock of new, 
private-label, glycol antifreezes that will compete with 
the long-life products introduced earlier this year. First 
may come from a big rubber company. 
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Trends to Watch 





Keep holding your breath on oil-product prices. At the end of the summer, they 
looked a lot better than inventories did. 

One marketing veteran thinks top-echelon executives are paying more attention 
to marketing problems now. He also sees evidence of more workable pricing 
policies in the marketplace. Margins seem to be pretty good all around the 
country, he says. Jobbers, for the most part, are getting full margins now. 

After the low-low prices of last spring (NPN—May p77), national average 
retail postings strengthened over the summer and are still inching up. Now they’re 
just about back to the level of a year ago (see page 166). 

Can the price stability last? Hold your breath. Bad omen: Refined-product 
surpluses are as bad as ever, up around 65-million bbl., owing to continued high 
refinery runs all summer. Better omen: Crude stocks last month were down to 
230-million bbl.—lowest since 1946. Texas Railroad Commission held October 
producing schedules to eight days—for the sixth month in a row. A little more 
restraint like this could bring supplies into line by next year. 


—NPN— 


Individual responsibility is getting to be more of a factor in major-company man- 
agement. At least three companies are drawing away from dependence on com- 
mittee decisions and are shifting responsibility to individuals. 

Committee action has prevailed in most companies for a long time, because 
(theoretically) group decisions represented the best thinking of the most brains. 
Reversal of this procedure arises from a feeling that harder and better decisions 
result if one man is responsible. In committee action, no one assumes direct 
responsibility, especially if the decisions misfire. If there’s glory, everyone shares it. 

The new attitude discourages “brainstorming” and other forms of group “idea- 
tion,” puts the emphasis back on executives who really execute. 


—NPN— 


Oil companies still stand high on the big-business ladder, but many are moving 

to lower rungs. Recent survey by Fortune shows some companies holding their 

own, others slipping in relation to 1958 rankings. In industry listings, however, 
oil stood first in sales per employe and assets per employe. 

Fortune lists 32 oil companies among its 500 “largest U.S. industrial corpora- 

tions.” Here are the top 18, as listed: 
Profit as % of 
Net ——— — 


Rank Sales Assets Profits Invested 
Company 1959 1958 (000) (000) (000) Sales Capital 





Co 
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Standard Oil(N.J.) 2 $7,910,659* $9,894,655 $629,778 
6 3,092,910* 3,347,399 163,952 

2,713,010* 3,576,318 290,467 

2,678,029 3,347,743 354,346 

1,956,812 2,846,502 139,597 

1,809,953 1,767,309 147,418 

1,564,827* 2,578,296 253,599 

1,232,214 1,494,069 45,526 

1,163 ,033 1,579,935 104,639 

994 ,879 1,298,235 42,434 

8 735 ,697 743,219 42,844 
Continental 685 ,784* 787,708 60,272 
Tidewater 559,442 856,413 33,941 
Atlantic 541,274 807,813 30,174 
499 ,565* 554,480 28,905 

Sunray 96 450 ,989 582,284 43,815 
Union Oil of Calif.. 106 423 ,831* 707,166 27,515 
Standard Oil (Ohio) 118 387 ,446 408,571 25,061 


* Reported sales reduced 5% or more through elimination of excise taxes. 
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Your Personal Business 





Christmas is just around the corner. That means it’s the time when many oil 
marketers have their heads filled not with “visions of sugarplums,” but with the 
perennial Yuletime problems. There are the employes who take extra time off 
to shop, the decision on a company party, the snows that slow traffic. And there’s 
always the problem of business gift-giving. 

e The payola scandals of last year are still fresh, awakened four months ago 
when the Senate proposed a $10 limit on tax-deductible business gifts. The key 
word in gift-giving this year is “caution,” but estimates on how much will be spent 
this year alone run from $300-million to $1-billion. 

One oil marketer summed up: “We’ve never had any real payola problem in 
this industry. We’ve always been pretty clean. But that mess reflected on all 
business. Everybody’s scared. You have to be careful.” 


e@ Should you give a business gift? If your company is one that has had a set 
policy on this point (many predate the payola scandal), your solution is made. 
But most companies leave this decision to the executive. You can give a gift in 
your own name or in the company’s. Given in your own name, there should be 
a genuine personal contact or some indication of friendship. 


Gifts given in the name of the company are usually regarded as public-relations 
or sales-promotion expenses. It would seem that here the safest course is to give 
something that has an obvious tie-in with the company: samples of the firm’s 
products, a lighter with a sales message or trademark on it, a desk calendar or 
paperweight—something that can be imprinted, and preferably something that 
will be kept in sight during office hours. 

e@ What should you give? If the gift is personal, you probably have some idea 
of the recipient’s tastes. The surveys indicate that preferences run high for per- 
sonalized items—those with monograms, for example. Men also like items that 
are durable and different. A gift that is taken home for the family rates high, 
“but then you don’t have the reminder value during office hours.” 


If you’re really stuck on a choice, you can utilize one of the many gift services 
flooding the mails with sales letters. You pay them, then they send a combination 
gift-certificate-catalog-greeting card to the recipient. He selects his own gift from 
the catalog and the supplier mails it to him. 

A word of caution here: The gift and premium houses have a natural vested 
interest in furthering the cause of gift-giving. They have even formed an asso- 
ciation, The Business Goodwill Advisory Council, to combat the effects of the 
payola mess. Take their claims with a modicum of salt. 


To avoid any problems, some companies have adopted the system of giving 
a cash gift to a charity in the name of the former gift-recipient. A few have found 
the idea backfired badly when the recipient disapproved of the charity selected by 
the giver. If you try this system, pick your charity carefully or let the recipient 
select his own. 

e@ How much should the gift cost? The average is $7. But the old saw about 
“it’s not the price but the sentiment” still stands. The uniqueness of the gift can 
outweigh the dollars spent. 


—NPN— 


Suggested Reading: With oil marketers beginning to focus a wary eye on the big 
farm cooperatives and their oil activities, it’s interesting to trace the career of one 
of the co-op pioneers. In “Vice President in Charge of Revolution” (McGraw-Hill, 
$4.95), Murray D. Lincoln explains his favorite role of “professional needler.” 
He explains how and why he helped spread the co-op idea from farms to cities. 
Evidence of the workability of some of his ideas is his present spot at the top of 
a $350-million firm. 

With the papers full of the Congo crisis, now’s the time to read “The Twilight 
of European Colonialism” by Stewart C. Easton (Holt, Rinehart & Winston, $10). 
The respected historian offers a fair and comprehensive view of how England, 
Belgium, and the other erstwhile empires have both retarded and aided the new 
nations now carving their niche in world affairs. 
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Ahead of the News 





IN WASHINGTON 


Depletion’s Hot Now—Oil’s depletion allowance may 
become the “swing” issue in Texas and other producing 
states in next month’s elections (see page 65). 

e@ Democratic leaders are scurrying to convince oil 
people that the party platform language doesn’t promise 
a cut in oil’s depletion rate. Their candidate, Kennedy, 
has voted to reduce depletion on a graduated basis— 
but isn’t likely to press for reduction if elected. GOP 
candidate Nixon, however, has the political upper hand 
on depletion, having publicly promised to support it. 

@ But Congress will have the final say on depletion. 
In the Senate, a hard core of antidepletionists hasn’t 
increased in number over recent sessions. Yet this group 
is confident a depletion cut is in the cards for a future 
Congress—perhaps not too many years away. In the 
House, speaker Sam Rayburn and other backers have 
kept depletion from a floor vote. Outlook for 1961 re- 
mains the same: a continued threat in the Senate, 
Rayburn’s protection in the House. But November 
elections could affect this. 

* 
Resid Allocations—Interior Department, hunting a 
new formula for allocating residual-fuel imports, may 
settle on a system similar to that used for allocating 
crude oil, plus consideration of historical factors. The 
present system is based on imports for 1957. In any 
case, no new system can take effect before Jan. 1. 


« 

One Less Statistic—Conflict in the count of service 
stations by three government agencies (NPN—Nov. ’59 
p83) appears nearing settlement at last. The Office of 
Business Economics (counting 335,000 outlets) has de- 
cided to discontinue its specific breakdown in the serv- 
ice-station category. This leaves two sets of figures for 
total U. S. service stations, which aren’t so far apart. 
Census Bureau says 206,000, Internal Revenue Service 
says 218,000. 


AROUND THE COUNTRY 


Another Standard Consolidates—Standard Oil Co. 
of California will consolidate its affiliates in other 
Standard companies’ territories into one company, Cali- 
fornia Oil Co., on Jan. 1. Object: a single corporate 
identity in areas where Stancal can’t use its “Standard” 
name—paralleling earlier moves by Jersey Standard 
(NPN—Oct. ’59 p 107) and Indiana Standard (NPN— 
Aug. p81). 

The new company will operate east of Nevada, under 
“Chevron” and “RPM” brands. It will comprise these 
former affiliated companies, operating with present 
management as divisions of California Oil: California 
Co., Standard of Texas, The California Oil Co., Salt 
Lake Refining, and Pasotex Petroleum. 


Resid Price Study Coming—Federal Reserve Bank’s 
study of residual-fuel prices in New England will be 
ready by about the middle of November, the bank says. 
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Kept under ‘mystery’ 
wraps, then unveiled 
simultaneously, Enco 
signs have just gone up at many C 
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Meanwhile Humble signs are going on stations of all divisions 


Does This Mean Enco's In? 


ENCO oval signs are flying over many Carter stations 
in the Northwest. Presumably all Carter stations will be 
flying them soon. It’s a big leap ahead for the Enco 
brand—thought by many to be destined to share with 
Esso the marketplace identity of Humble Oil & Refining 
Co. Carter is a Humble division. 

The new brand name appears on all service stations, 
billboards, and road signs for Humble in western Mon- 
tana and eastern Washington. It went up last month. 

The Enco name first appeared in June, ostensibly as 
an experiment, on Carter gasoline pumps in the Seattle 
and Portland areas (NPN—July p119). The next month 
Enco went on pumps in eastern Washington and western 
Montana. With Enco now going up over stations, Hum- 
ble appears to be satisfied with the marketing experience 
and customer acceptance of the new brand. 

Enco pumps, and possibly Enco signs, will also be 
seen in Ohio this fall, when Humble begins opening its 
first stations there (NPN—June p114). After that may 
come the Oklahoma and Pate division in the Midwest, 
then the Humble division in the Southwest. 

Esso, brand name of Humble’s Esso Standard divi- 
sion, apparently will remain. Some 2,200 Humble signs 
have already been installed on station facades of Esso 
outlets in the East. They will ultimately go on 20,000- 
plus stations. Humble signs are also appearing on 
Jersey Standard stations across the country. 


More Ahead of the News 
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Ahead of the News 


Department-Store Competition—Gilchrist’s, Boston 
department store with branches in six Massachusetts 
cities, is going into the home-heating business. The 
store will offer oil, coal, coke, and burner service on 
regular charge accounts or a special budget plan. 
Gilchrist’s offers a service-policy guarantee, promises a 
“premium oil” treated with methyl additive. 





6 
Gulf’s Political Action—Gulf Oil is making “consider- 
able progress” with its political action program (NPN— 
Nov. ’58 p77), says Henry La Cossitt, Gulf’s public- 
relations rep in Washington. Here’s what’s happening 
under the two-year-old program: 

@ Regional representatives are at work in “key cities” 
—Philadelphia, New York, Atlanta, Jackson, Miss., 
Houston, Chicago. 

e A series of public-affairs conferences is being held 
in Philadelphia. 

e A “very active” Gulf Women’s Club is working 
on community projects in Houston. 

e@ Gulf people are active in civic affairs throughout 
the nation (a Williamsport, Pa., distributor has been 
elected to Congress). 


* 

Humble to Buy Monterey?—Humble Oil & Refining 
Co. is negotiating to buy Monterey Oil Co., $100-mil- 
lion domestic producer. This would be one of the big- 
gest oil mergers in recent years. However, the Justice 
Dept. could block it as it did Texaco’s proposed ac- 
quisition of Superior Oil Co. 

6 
Less Antifreeze—If compact cars grab 50% of 
the market next year, as predicted in some quarters, 
it will point to a long-term reduction in antifreeze 
volume. A preliminary estimate based on comparative 
radiator size indicates that average cooling-system 
capacity of all 1961-model cars will be 8% below 
that of 1960 models. 

* 
New Pipeline—Ten companies will participate in 
building a 150,000-175,000-b/d products pipeline from 
East Chicago, Ind., to Green Bay, Wis. Companies are 
Indiana Standard, Mobil Oil, Shell, Texaco, Cities Serv- 
ice (Del.), Pure, Conoco, Ohio, Clark and Pate Oil di- 
vision of Humble Oil & Refining. 


cy 

Gasoline Via Piggyback Freight—Gasoline, other oil 
products, and flammable chemicals will soon be shipped 
by tractor-trailer and railroad piggyback flatcar. Chi- 
cago & North Western has received approval of Assn. 
of American Railroad’s bureau of explosives to handle 
highway tank trucks loaded with these products. De- 
velopment of this added piggyback service is expected 
to take some time, since a new rate structure must be 
developed. 


* 

Webb in California—Harry Webb Jr., the skid-tank 
entrepreneur of Dallas, is developing a retail gasoline 
business in southern California. Webb, who built a 
string of cut-rate skid-tank outlets from the heart of 
Texas into the Midwest (NPN—July ’58 p95), moved 
quietly into the Los Angeles Basin market, operating 
as Arrow Oil Co. 


56 


Burner Makers Getting Active — Oil-Heat Institute 
reports that burner manufacturers are showing more 
interest in joining the trade association these days. “We 
are getting them into OHI at a rate of one a month,” 
says Charles Burkhardt, OHI’s managing director. 

® 
Merger Meeting—The anticipated merger of National 
Petroleum Assn. and Western Petroleum Refiners Assn. 
is expected to become a reality soon. NPA’s trustees 
and WPRA’s board of directors are scheduled to meet 
in Chicago during the annual API meeting. Reason for 
no action being taken at NPA’s recent annual meeting: 
NPA didn’t want to do anything before WPRA direc- 
tors had a chance to meet, otherwise it might look as 
if NPA were pushing. 

* 
Private-Brand Shrinkout—In New Mexico, another 
prominent private-brander has dropped out. Hedges 
Oil Co. of Albuquerque turned its string of retail sta- 
tions over to Standard of Texas (Standard of California 
subsidiary), the market leader there. Details of the 
transaction haven’t been made public. Standard of 
Texas handles a “PDQ” private-brand at a number of 
stations, so there’s speculation that it will be used at 
some of the Hedges stations. Some time ago Famariss 
Oil & Refining sold its private-brand stations in Albu- 
querque to Humble, which is operating them as “Ari- 
zona” brand outlets. Cory Penn, Hudson, and Famariss, 
in some parts of the market, are the principal remain- 
ing independent chain operators in New Mexico. 

« 
Union Oil Issues Scrip—Pads of coupons that may be 
used as cash at Union Oil service stations are now 
available. Called “76 Autoscrip,” the coupons come 
in $5, $10, and $20 books. They can be purchased for 
cash or charged to a credit card. The system is similar 
to that used by many oil companies in days before 
credit cards. Union suggests giving the coupons as gifts, 
either for use by persons without credit cards or to 
control “purchases by younger members of the family.” 

° ; 
New Designs for DX—Lippincott and Margulies, New 
York design firm, is working up ideas for new DX Sun- 
ray service-station designs. To be decided on late in the 
fall, the designs are said to be “startling.” Included 
among considerations: a station made entirely of ex- 
truded vinyl plastic. 

e 
Insurance While You Wait—Texans can now buy 
life insurance at 105 Mobil Oil service stations in the 
Dallas-Fort Worth area. The policies are purchased by 
dropping quarters in a vending machine and signing a 
form. The buyer is then insured for one week for up to 
$2,000 (four quarters). The machine is portable, de- 
signed to be handed to the motorist as he sits in his 
car. The dealer profits 5¢-7¢ on each policy. Franchise 
rights cost $125 from World Land Corp., Denver. 


More Antifreeze Brands—Look for a flock of new, 
private-label, glycol antifreezes that will compete with 
the long-life products introduced earlier this year. First 
may come from a big rubber company. 
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Keep holding your breath on oil-product prices. At the end of the summer, they 
looked a lot better than inventories did. 


One marketing veteran thinks top-echelon executives are paying more attention 
to marketing problems now. He also sees evidence of more workable pricing 
policies in the marketplace. Margins seem to be pretty good all around the 
country, he says. Jobbers, for the most part, are getting full margins now. 

After the low-low prices of last spring (NPN—May p77), national average 
retail postings strengthened over the summer and are still inching up. Now they’re 
just about back to the level of a year ago (see page 166). 

Can the price stability last? Hold your breath. Bad omen: Refined-product 
surpluses are as bad as ever, up around 65-million bbl., owing to continued high 
refinery runs all summer. Better omen: Crude stocks last month were down to 
230-million bbl.—lowest since 1946. Texas Railroad Commission held October 
producing schedules to eight days—for the sixth month in a row. A little more 
restraint like this could bring supplies into line by next year. 


—NPN— 


Individual responsibility is getting to be more of a factor in major-company man- 
agement. At least three companies are drawing away from dependence on com- 
mittee decisions and are shifting responsibility to individuals. 

Committee action has prevailed in most companies for a long time, because 
(theoretically) group decisions represented the best thinking of the most brains. 
Reversal of this procedure arises from a feeling that harder and better decisions 
result if one man is responsible. In committee action, no one assumes direct 
responsibility, especially if the decisions misfire. If there’s glory, everyone shares it. 

The new attitude discourages “brainstorming” and other forms of group “idea- 
tion,” puts the emphasis back on executives who really execute. 


—NPN— 


Oil companies still stand high on the big-business ladder, but many are moving 
to lower rungs. Recent survey by Fortune shows some companies holding their 
own, others slipping in relation to 1958 rankings. In industry listings, however, 
oil stood first in sales per employe and assets per employe. 

Fortune lists 32 oil companies among its 500 “largest U.S. industrial corpora- 
tions.” Here are the top 18, as listed: 


Profit as % of 

Net —_—_——. 

Rank Sales Assets Profits Invested 

Company 1959 1958 (000) (000) (000) Sales§Capital 





Standard Oil(N.J.) 2 $7,910,659* $9,894,655 $629,778 
Socony Mobil 6 3,092,910* 3,347,399 163,952 
If 2,713,010* 3,576,318 290,467 
2,678,029 3,347,743 354,346 
1,956,812 2,846,502 139,597 
1,809,953 1,767,309 147,418 

1,564,827* 2,578,296 

1,232,214 1,494,069 

1,163 ,033 1,579,935 

994 ,879 1,298,235 

735 ,697 743,219 

685 ,784* 787 ,708 
Tidewater 559 ,442 856,413 33,941 
Atlantic 541,274 807,813 30,174 
499 ,565* 554,480 28,905 
Sunray 96 450 ,989 582,284 43,815 
Union Oil of Calif.. 106 423 ,831* 707,166 27,515 
Standard Oil (Ohio) 118 102 387 ,446 408,571 25,061 


* Reported sales reduced 5% or more through elimination of excise taxes. 
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Your Personal Business 





Christmas is just around the corner. That means it’s the time when many oil 
marketers have their heads filled not with “visions of sugarplums,” but with the 
perennial Yuletime problems. There are the employes who take extra time off 
to shop, the decision on a company party, the snows that slow traffic. And there’s 
always the problem of business gift-giving. 

e@ The payola scandals of last year are still fresh, awakened four months ago 
when the Senate proposed a $10 limit on tax-deductible business gifts. The key 
word in gift-giving this year is “caution,” but estimates on how much will be spent 
this year alone run from $300-million to $1-billion. 

One oil marketer summed up: “We’ve never had any real payola problem in 
this industry. We’ve always been pretty clean. But that mess reflected on all 
business. Everybody’s scared. You have to be careful.” 


@ Should you give a business gift? If your company is one that has had a set 
policy on this point (many predate the payola scandal), your solution is made. 
But most companies leave this decision to the executive. You can give a gift in 
your own name or in the company’s. Given in your own name, there should be 
a genuine personal contact or some indication of friendship. 


Gifts given in the name of the company are usually regarded as public-relations 
or sales-promotion expenses. It would seem that here the safest course is to give 
something that has an obvious tie-in with the company: samples of the firm’s 
products, a lighter with a sales message or trademark on it, a desk calendar or 
paperweight—something that can be imprinted, and preferably something that 
will be kept in sight during office hours. 


@ What should you give? If the gift is personal, you probably have some idea 
of the recipient’s tastes. The surveys indicate that preferences run high for per- 
sonalized items—those with monograms, for example. Men also like items that 
are durable and different. A gift that is taken home for the family rates high, 
“but then you don’t have the reminder value during office hours.” 


If you’re really stuck on a choice, you can utilize one of the many gift services 
flooding the mails with sales letters. You pay them, then they send a combination 
gift-certificate-catalog-greeting card to the recipient. He selects his own gift from 
the catalog and the supplier mails it to him. 

A word of caution here: The gift and premium houses have a natural vested 
interest in furthering the cause of gift-giving. They have even formed an asso- 
ciation, The Business Goodwill Advisory Council, to combat the effects of the 
payola mess. Take their claims with a modicum of salt. 


To avoid any problems, some companies have adopted the system of giving 
a cash gift to a charity in the name of the former gift-recipient. A few have found 
the idea backfired badly when the recipient disapproved of the charity selected by 
the giver. If you try this system, pick your charity carefully or let the recipient 
select his own. 

@ How much should the gift cost? The average is $7. But the old saw about 
“it’s not the price but the sentiment” still stands. The uniqueness of the gift can 
outweigh the dollars spent. 


—NPN— 


Suggested Reading: With oil marketers beginning to focus a wary eye on the big 
farm cooperatives and their oil activities, it’s interesting to trace the career of one 
of the co-op pioneers. In “Vice President in Charge of Revolution” (McGraw-Hill, 
$4.95), Murray D. Lincoln explains his favorite role of “professional needler.” 
He explains how and why he helped spread the co-op idea from farms to cities. 
Evidence of the workability of some of his ideas is his present spot at the top of 
a, $350-million firm. 

With the papers full of the Congo crisis, now’s the time to read “The Twilight 
of European Colonialism” by Stewart C. Easton (Holt, Rinehart & Winston, $10). 
The respected historian offers a fair and comprehensive view of how England, 
Belgium, and the other erstwhile empires have both retarded and aided the new 
nations now carving their niche in world affairs. 
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CANS OF ALCOA ALUMINUM can give you 
increased profits. Major oil companies and 
their dealers can achieve savings of more 
than $1,000,000 by converting to motor oil 
cans of Alcoa®Aluminum. Savings are accrued 
through reduced freight and printing costs... 
plus the scrap return value of the “empties.” 
Similar savings apply to all companies that 
package their products in aluminum cans. 
Aluminum cans sell and save...from complete 
cans or can ends to aerosols to unit portion 
containers ...for any product, you name it. 
Contact your can supplier or Alcoa. Aluminum 
Company of America, 2147-K Alcoa Building, 
Pittsburgh 19, Pa. 


Better Packaging 
ALCOA ALUMINUM 





Cans and Containers 


Put Alcoa’s aluminum packaging services to work for you. We create new designs, check 
costs, answer questions on anything from appearance to performance. We offer you full- 


scale research facilities . . . merchandising and marketing data . . . the most sales- 
minded approach in the industry. All mobilized to help you design it . . . apply it . . . sell it. 





When you think about packaging ...think about 
these many ways to better packaging... with 
ALCOA ALUMINUM. “4 Alcoa concentrates on 
all kinds of packaging. You name it! Cans, car- 
tons, bottle caps, jar caps, labels .. . everything! 
nd Alcoa, working hand in glove with America’s 
top package manufacturers, assures you that the 
look of your aluminum package will have the 
distinctive style and bounce that makes the buyer 
want to buy. wf Alcoa puts its extensive research 
facilities to work for you. Want to know how that 
new aluminum package will affect your prod- 


uct’s shelf movement? Alcoa will test it for you. 


Merchandising and marketing data are at your 


fingertips. 4 Alcoa, with the most creative, sales- 


minded design approach in the industry, invites 
you to write in for more information on one of its 
favorite subjects: Alcoa Aluminum Packaging. 
Write to Aluminum Company of America, 


2147-K Alcoa Building, Pittsburgh 19, Pa. 


Better Packaging 
ALCOA ALUMINUM 





Foil Packaging 





keep ahead of competition 


[ODAY =« TOMORROW... 


Use these products for easier selling, faster 
service and better station operation. Keep your 


stations ahead of competition with sales and Prolong engine life - -- 


service aids which add up to more profits for you. CHECK OIL NOW! 


--+ Change it regularly | 


we 
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SELOIL CABINETS . . . 5 models to choose from .. . - . OIL OIL 
the correct model for every service station need . . . puts 
motor oil on the pump island in eye-catching, mass display . . . 
reminds customers to buy and the man on the driveway to ~ OIL 

sell motor oil . . . speeds driveway service . . . promotes station 
cleanliness. A new 48” cabinet to match low silhouette pumps. 
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LUBE SERVICE CENTER ¥ fee Mees Soars eee 

provides a simple, automatic U OIL OIL OIL 
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customer reminder service and 
lube bay service record. Centralizes 


write-up and follow-up of lube ar doa fos 
bay service work. This is the } OIL FOIL OIL 
most automatic, economical and 


effective system available. 














REFRESHMENT Patio 





REFRESHMENT PATIO 
brings additional customers into 
your station . . . eliminates 
clutter . protects valuable 
equipment . Organizes vending 
machine sales available in 
locking and non-locking models 
in lengths of 6, 12, 18 and 24 feet. 











For More information Write: 


MODERN METAL PRODUCTS COMPANY 


Box 1798 — Greensboro, North Carolina ® Box 691 — San Jose, California 
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More Business for Sinclair Distributors 


Sinclair Introduces New Motor Oil Can Designs... 


MOST FAMOUS of Sinclair Motor Oils is Triple-X 
Multi Grade Motor Oil with Nickel...so new, so 
different it’s patented — U. S. Patent No. 2,937,992. 
Sinclair Triple-X now contains Nickel, an amazing 
anti-wear additive. 

The containers for these four top-selling brands of 
Sinclair Motor Oil have been restyled along Sinclair’s 
new, modern concept of design—each features the 
Sinclair trademark in full color. This is part of 
Sinclair’s new Unity of Design program. 

New package design and new product develop- 
ment are just two of the reasons why it pays to be 
a Sinclair Distributor. 

As soon as you become a Sinclair Distributor, the 


entire Sinclair Organization is primed to help you 
get rolling — and keep rolling. 

You get the kind of financial help and administra- 
tive aid you need. You get assistance in bulk plant 
operation and service station development, too! 

To build extra fuel oil, industrial and farm gallon- 
age, Sinclair puts a complete sales training package 
at your disposal. 

Talk it over with your Sinclair Representative or 
write to: Sinclair Refining Company, Manager Dis- 
tributor Sales, 600 Fifth Avenue, New York 20, 
New York. Ask, too, about the Sinclair TBA fran- 
chise, featuring Goodyear, the greatest name in 
rubber. 


Sinclair 
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...Where Credit Is Due 





O FAR, SO GOOD. Mobil Oil’s wide-area 
pricing plan is still in force in the markets 
where Mobil has applied it—New England, 
New York state, and around Seattle, 
Washington. 

How is it working? For one thing, and most 
important, there’s been relative stability in those 
markets. In the East, the gasoline tank-wagon 
price has experienced unusual strength after 
months of frenzied ups and downs. This is 
significant. 

Another thing, dealer subsidies have been 
shelved. New England reports that there are no 
longer any voluntaries, commission stations, or 
consignment arrangements. Dealer subsidies 
have been one of the industry’s greatest sources 
of trouble in retail marketing. They have also 
been one of the industry’s most costly luxuries, 
for hundreds of thousands of dollars have gone 
into the so-called “temporary voluntary allow- 
ances,” 

(One exception is the state of Rhode Island. 
There Mobil reported that Texaco-operated con- 
signment stations and that some stations supplied 
by a Texaco distributor were undercutting the 
market. So, Mobil recently lowered the tank 
wagon price “to enable Mobil dealers to com- 
pete” with those prices.) 

Dealer subsidies not only drain vast amounts 
of money in straight dollar allowances, they 
create incredible paperwork. As a result, addi- 
tional personnel must be added to take care of 
it. Sales representatives have to spend much of 
their time on subsidy paperwork, too. 

With the suspension of subsidies, much of 
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that paperwork has been eliminated. So, that is 
significant. 

How strong is the influence of the Mobil 
Plan? When it comes to a close appraisal, mar- 
keters tend to be somewhat equivocal because 
pricing is such a delicate process and the 
marketplace is so volatile, susceptible to many 
influences. Marketers are divided in their opin- 
ion of the Mobil plan. Some give it full credit 
because market stability seemed to follow the 
advent of the plan in most areas. Some claim, 
however, that it was coincidental that the plan 
was in force at a time that markets were cor- 
recting themselves. Some condemn the plan be- 
cause they feel it inherently threatens to pull 
down a needlessly wide area if a market breaks. 
Some say it’s significant that competitors re- 
spected the plan. Otherwise it wouldn’t have 
worked. 

The situation doesn’t seem to be quite the 
same in the Pacific Northwest. While the Mobil 
plan is still in effect, not all the competitors have 
gone for it. So it is not exerting the same influ- 
ence in the marketplace that it has in the East. 

It may be some time before absolute and 
methodical evaluation of the plan provides a fi- 
nal judgment. Meanwhile, these considerations 
stand out: Subsidies have been eliminated, at 
least for the present. Expensive paperwork has 
been reduced. Markets accustomed to recurrent 
price wars have been relatively stable. 

As a down-East marketer observed with char- 
acteristic reserve, “I guess they ought to get 
some credit.” 

(For more on Mobil’s plan, see page 20.) 
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Five years ago, Ray Sehmann opened this et soa Skelly Station at 1902 Y tealy, 


Davenport, Iowa, and his gross sales immediately soared 33%. 


In the 20 years Mr. 


Sehmann has been a Skelly Dealer, his gross sales have increased an average of 10% 


each year. 


Ray Sehmann, Davenport, lowa, says: 


“If this year’s ‘You Start, Or We Pay’ is like last 
year’s, I'll make another $5,000 extra in gross sales!” 


“I’m really looking forward 
to Skelly’s “You Start, Or We Pay’ 
promotion again this year. Who 
wouldn’t? If it’s like last year’s, I'll 
—_ another $5,000 extra in gross 
sales. 


“The big advantage of Skelly’s 
Bonded Starting Promotion is that 
it not only draws more cars onto 
my drive, it also gets more cars on 
my lifts. And any service station 
operator knows that getting the cars 
on the lift is the way to make the 
biggest profits in this business. 


“My extra sales in ‘Big Ticket’ 
items alone during last year’s ‘You 
Start, Or We Pay’ program added 
up to $2,300. (A ‘Big Ticket’ sale 
is any single sale over $30.) And we 
were able to make these extra sales 
simply because this promotion gave 
us an opportunity to explain how 
Skelly products make winter driv- 
ing a lot easier. 


“ ‘Big Ticket’ sales averaged over 
$40 at my station during the 
Bonded Starting campaign last 
year. One or two ‘Big Ticket’ sales 
that included tires ran as high as 
$200. 

“Gasoline and motor oil sales shot 
up about 15%, too. And when you 
consider I pump about 30,000 gal- 
lons of gasoline and sell about 1 ,100 


quarts of motor oil a month, this 
adds up to quite a few extra dollars. 


“My five sons help run the station, 
and they’re as sold on ‘You Start, 
Or We Pay’ as I am. Last year, two 
of them won a free movie camera 
and clock-radio from Skelly for 
signing up more than $1,000 each in 
‘Big Ticket’ sales. 

“Not one person called us to make 
good on his Bonded Starting Certi- 
ficate last year. And I think that 
speaks mighty well for the quality 
of Skelly products. 


“I'm sold 100% on Skelly. If I 
weren’t, I wouldn’t have stayed 
with them for 20 years. I’ve been 
offered a franchise from every 
major oil company. But I’m not in- 
terested. Roger Hirl and B. H. 
Lockhart are my contacts with 
Skelly and they couldn’t be nicer. 
“Skelly’s advertising is tops, too. 
Several of my dealer friends who 
sell other oil companies’ products 
have told me how great Skelly’s 
‘Keotane’ and Bonded Starting Pro- 
motions are. 
“Every Skelly Dealer | know feels 
the same way I do about dealing 
with Skelly. Ask one and see.” 
In the meantime, get full details on 
a Skelly franchise by filling out and 
mailing coupon at right. 


| 


.---------------—- = 
| SKELLY OIL COMPANY 

Franchise Division 

605 West 47th Street 
| Kansas City 41, Mo. 


| Please rush me full details on how easily 
| | can have a Skelly franchise. | realize all 
| inquiries will be held in strict confidence. 


| Name 


| 
Address 





| city eer is 


State 


| Present 
| Franchise 


DIVISION OFFICES: Aberdeen @ Chicago @ Dallas @ Denver @ Des Moines ® Kaneas City @ Lubbock © Omaha ® St. Louis © St. Paul @ Tulsa © Wichita 
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HOW WILL OIL MARKETERS VOTE NEXT MONTH ? 





NPN’s 39-Area Poll Shows... 


14% for KENNEDY 


72% for NIXON 


14% UNDECIDED >! "4 








Exclusive NPN Survey: 


How Marketers Rate Nixon, Kennedy 


‘Nixon would leave us alone, and 
that’s what we need.’ 


‘Both Republicans and Democrats 
are bent on curbing expansion in 
the oil industry, as witness all the 
Justice Department actions in re- 
cent years.” 


N°? MATTER HOW the nation goes, the 
nation’s oil marketers will go strongly 
for Richard M. Nixon in next month’s presi- 
dential elections. That’s the upshot of an 
exclusive survey of marketers in 39 key 
areas. 

NPN’s survey shows 72% for Nixon, 
against only 14% for Democrat John F. 
Kennedy. Another 14% is undecided. 

Almost half of those who vote for Nixon 
will do so with some misgivings, the survey 
indicates. Usually, the problem will be 
Nixon’s “liberalism.” But they'll vote for 
him for one or all of these reasons: 

e@ They believe Republican administra- 
tions are better for business, and expect 
Nixon to carry on President Eisenhower’s 
programs; 

e@ They feel that Nixon has an edge over 
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‘If Kennedy gets in, he'll give our 
money away faster than we can take 
it in. It will be the rebirth of the 
giant giveaway programs.” 


‘Economy will be healthier under 
Kennedy. Money and credit are 
too tight.’ 


Kennedy on “experience” needed to be U.S. 
president. 

e They consider Nixon “the lesser of 
two evils.” 

The survey reveals that many oil mar- 
keters are deeply apprehensive about the 
effects of a Kennedy administration—on 
the national economy, on the oil industry, 
perhaps on marketing itself. 

They fear the Democrats’ “giveaway 
philosophy,” which they say would mean 
runaway inflation and higher taxes. They 
fear Kennedy’s professed liberalism and his 
opposition to oil’s depletion allowance. 
Some don’t like his Roman Catholic reli- 
gious affiliation. 

Significantly, some 34% of the registered 
Democrats polled say they plan to cross 
party lines to vote for the Republican 





(Begins on page 65) 
candidate—as many of them did in 1952 and 1956. 

The Survey—To get a reading on marketers’ 
attitudes toward the candidates, NPN conducted 
more than 200 interviews with marketers in repre- 
sentative areas across the country. This sample 
was an accurate cross-section. It included small 
and large independents, ranged from major-com- 
pany salesmen to presidents, covered rural as well 
as urban communities. Here are the big findings: 

Oil marketers will vote strongly Republican 
this year, but not so strongly as in 1952 and 1956. 
The 72% preference for Nixon is well below the 
84% that President Eisenhower commanded in 
1956, for example, when only 14% went for 
Adlai E. Stevenson. 

Vote-switching will again be a factor in the 
balloting. About 60% of the marketers polled are 
registered Republicans, while 26% are Demo- 
crats. Some 14% are independent or unregistered. 
About 34% of the Democrats say they'll vote for 
Nixon this year, roughly the same percentage 
that voted for Eisenhower in °56. The vote-switch- 
ers constitute about 12% of Nixon’s strength. 
Switching is heaviest in the South, where Ken- 
nedy’s civil-rights stand and religious affiliation 
have aroused the most opposition so far. But most 
southern switchers polled by NPN say it was 
Kennedy’s economic views that made them bolt. 

If Nixon’s elected, oil marketing won’t be af- 
fected, say 63% of those polled. This group be- 
lieves “he’d leave us alone, and that’s what we 
need.” Another 18% think a Nixon victory would 
affect marketing, but only for the better. Typical 
comments from this group: 

“There'll be less attempt at further controls.” 

“He’s from an oil production state, has been 
raised in an atmosphere of free enterprise, and 
is more precipitous about capital investments and 
expenditures.” 

“Nixon would be able to help the jobber with 
his veto power. He won’t be as ready with a veto, 
though, as his predecessor.” 

‘He'll probably help the industry in decontrolling 
natural-gas prices at the wellhead. And I think 
he’s more in favor of letting private enterprise 
enjoy the fruits of its own labor. This could 
eventually lead to a general tax reduction.” 

But 10% of the pro-Nixon marketers were 
worried about a Nixon administration’s impact on 
oil, feeling that in this respect there was little to 
choose between the candidates. “Both too social- 
istic for me,” ran one line of thought. Other 
comments: 

“Both New Dealers.” 

“The oil industry’s asking for controls because 
of bad pricing practices, and we'll get them no 
matter who’s in the White House.” 

“Both Republicans and Democrats are bent on 
curbing expansion in the oil industry, as witness 
all the Justice Department actions in recent years.” 


A few marketers said they’d prefer Nixon’s run- 
ning mate, Henry Cabot Lodge, to either candidate. 

A Nixon victory would improve the national 
economy, say 66% of those polled. They say it 
would stimulate business and provide a_ better 
atmosphere for long-term planning. They cite 
economic stability, sounder money, and continu- 
ation of present domestic and foreign policies as 
benefits of a Nixon administration. 

“Nixon will act as a brake on free spenders in 
Congress,” says one marketer. “He'll level out 
the farm situation,” says another. 

About 10% polled believe the nation would 
only be relatively better off with Nixon. “A slower 
slide to the left than with Kennedy” is the way 
one marketer phrased it. “We'll walk, not run, 
into inflation,’ was another response. “I think 
Nixon is less inclined than Kennedy to give the 
country away to a bunch of bastards who haven't 
earned it,” was a third. 

“No worse than Kennedy” was all that 5% 
could say for Nixon. Another 4% had no opinion. 

If Kennedy’s elected, oil marketing won't be 
directly affected, say 44%. But 38% say it will. 
This second group is most afraid of Kennedy’s 
expressed opposition to the 2742% depletion al- 
lowance. A cut in the depletion rate, they fear, 
would raise the price of crude and hence the 
price of products. 

This group cites other “potentially dangerous” 
measures as possible offshoots of a Kennedy victory: 

“More legislation of the Roosevelt-Kefauver 
type.” 

“Inflationary spending policies, causing more of 
a wage-price spiral in business.” 

“More aid to foreign countries would mean 
higher corporate taxes.” 

“Higher gasoline taxes.” 

“More wage-hour regulations to hamper us.” 

“A national fuels policy to give the coal indus- 
try something for nothing and freeze out oil.” 

“Looser import restrictions.” 

“Tighter import restrictions.” (Respondents cited 


both the above.) 
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“All I want to know is, does he heat with oil or gas?” 


NATIONAL PETROLEUM NEWS + October, 1960 





General 


HOW MARKETERS ANSWERED NPN’S PRE-ELECTION POLL 


v QUESTION REGION > 


NEW | MIDDLE 
ENGLAND | ATLANTIC 


ROCKIES 





What is your REPUBLICAN 
political RAT 
affiliation? NONE 





Who did 
you vote 
for in 1956? 


EISENHOWER 
STEVENSON 
DIDN'T 





Who will NIXON 
KENNEDY 


you vote 
for this year? UNDECIDED 





If Nixon NO 

is elected, FAVORABLY 
will oil marketing UNFAVORABLY 
be affected? DON'T KNOW 





If Nixon is elected, NO 
will the FAVORABLY 
UNFAVORABLY 


U.S. economy 
be affected? DON’T KNOW 





if Kennedy NO 

is elected, FAVORABLY 
will oil marketing UNFAVORABLY 
be affected? DON'T KNOW 





If Kennedy is elected, NO 
will the FAVORABLY 
UNFAVORABLY 
DON'T KNOW 


U.S. economy 
be affected? 





Are you more interested in 
this electionthan any since YES 
World War II? NO 





Are you helping your 
employes understand 
the ISSUES? 






































“More government investigation and control in 
the fields of pricing, crude oil, and divorcement.” 

“Increased wages for labor unions.” 

“Kennedy doesn’t have the considered judgment 
at making objective decisions on management ver- 
sus labor. For example, his actions regarding labor 
laws—the Landrum-Griffin Bill, for instance.” 

“The co-ops and unions will obtain greater hold 
in the industry because of favorable federal poli- 
cies.” 

“The Federal Power Commission will have 
greater restrictions on oil well-head drilling, thus 
attempting to stop consistent drilling and hold back 
on incentive overtime.” 

“If Kennedy is elected, the jobber will be ad- 
versely affected so long as he continues the policies 
he has been following. The jobber is between a 
small businessman and the big businessman who 
can pretty well stay afloat no matter what happens.” 

Those who don’t think a Kennedy administration 
would affect marketing tend to base their opinions 
on the presence of oil’s friends in court. “The 
Southern Democrats and Brother Johnson will 
keep Kennedy from doing anything reckless,” goes 
the argument. (A Massachusetts marketer has a 
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counter-argument: “Johnson is associated too much 
with the production people. He might hurt our end 
of the business, if anything.”) 

About 2% surveyed think a Kennedy victory 
would help oil marketing. This view is partly based 
on the assumption that Kennedy’s election will 
mean an economic upswing, and that oil market- 
ing will benefit from this. Says one jobber, “In 
our area we’ve had unemployment in local plants. 
If guys are not working, they are not buying gaso- 
line or paying oil bills.” 

This group also cites some special angles (all 
are relatively small marketers). For example: 

“Right now big business is taking over the 
country. The little guys are getting bought out all 
the time, and it’s because of a planned overpro- 
duction of oil. And the government just closes its 
eyes.” 

“If Kennedy wins there will be legislation to 
break up the TBA racket of some oil firms.” 

“The oil industry, in typical fashion, has its 
head in the sand—is blind to the fact that some 
adjustment in this percentage depletion is neces- 
sary. The depletion allowance is not fair to all. 
1 would rather see it reach an equitable level now, 
by adjustment, than later, when it may be cut 





“Check the oil, air and een shake the Senator’s 
nda. 

(Begins on page 65) 

much deeper. The industry is being continually 

shot at because of the high percentage. Best that 

they consider an adjustment now, or perhaps lose 

the whole allowance.” 

About 6% surveyed thought marketing would 
suffer a little, but not much, under either Kennedy 
or Nixon. About 10% had no opinion. 

A Kennedy victory would hurt the national 
economy, say 66% of those polled. This group is 
almost unanimous in predicting heavy government 
spending and consequent ballooning inflation 
should Kennedy win. Such marketers believe Ken- 
nedy’s “giveaway” policies can only lead to “a 
spending spree,” higher taxes, unbalanced budgets, 
a devaluated dollar. Typical comments: 

“If Kennedy gets in, he’ll give our money away 
faster than we can take it in. It will be the rebirth 
of the giant giveaway programs.” 

“We'd have more union trouble.” 

“Somebody will have to pay for everything they 
promised in Los Angeles.” 

“Socialism could make big headway under Ken- 
nedy.” 

“There'll be more class legislation if Kennedy 
gets in. The middle class is being squeezed out of 
existence. Result will be either rich or poor, or 
credit-card millionaires.” 

“Labor will get more control—too much.” 

“Easier money overlooks the economic facts of 
life. It’s false economy.” 

“There could be another recession. Business 
will hold back and wait to see what happens.” 

“This is the crossroads. Roosevelt charted the 
course 25 years ago, and if Kennedy gets in, the 
country will never recover.” 

About 21% surveyed believe the economy would 
not be hurt if Kennedy wins. “Business will grow 
no matter who gets in” is the position here. 

About 7% believe the economy would be better 
off with Kennedy. Says one of this group, “I think 
our economy will be healthier under Kennedy. 
Money and credit are too tight at present for the 
good of business. Kennedy will free up a tight 
economy.” 

A Rocky Mountain jobber believes the Demo- 


crats “might help the economy generally by more 
public works and Western reclamation develop- 
ment.” And a Southeastern jobber takes his cue 
from the trade: “Folks around here don’t like the 
Republican farm policy. They want to see them 
run out of office. And you know, sometimes I 
just feel I ought to follow what the majority of 
the people around here are thinking. So I want to 
see the Republicans out.” 


Kennedy’s Catholicism is an infiuencing factor 
to 3% of the marketers surveyed. About 1% 
admit to bias (“I don’t want a Catholic in the 
White House’’). The rest say that if religious bigo- 
try continues in the campaign, it could move them 
to support Kennedy (all are now pro-Nixon). The 
poll reveals no pronounced voting patterns for or 
against Kennedy among Catholic marketers. One 
marketer—Jewish—says he'll vote for Kennedy 
as a step to defeat religious persecution: “If Ken- 
nedy can make it, so can a Jew someday.” 

Over 49% of those polled consider this election 
more interesting than any since World War II. 
In general, members of this group cite the serious- 
ness of the times as the reason for their interest. 
Specific reasons cited were: international situation 
(most frequently mentioned); religious aspect; close- 
ness of race; youth and personalities of candidates; 
fear of inflation; fear of federal control; imports; 
states’ rights; getting older; personal friendship 
with Nixon (claimed by three). 

The 51% who aren’t more interested in this 
election generally find all elections of equal in- 
terest. Some find this one unappealing (‘dullest 
election I can remember”). Many cite the 1952 
contest as the most exciting since the war. 

About 30% of the marketers polled are trying 
to help their employes understand the issues. 
Usually this is on an informal, bull-session basis, 
and no attempt is made to influence party choice. 
Many smaller companies hand out literature pub- 
lished by nonpartisan groups, post clippings on 
bulletin boards, and urge registration through pay- 
check stuffers and get-out-the-vote campaigns. One 
jobber sent 14 employes to an eight-week practical- 





“I like the straightforward way he dodges the issues.” 
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politics course. Several have held meetings featuring 
outside speakers. Two majors (Gulf and Con- 
tinental) have full-blown political-education pro- 
grams. 

The 61% who don’t talk politics with employes 
generally feel strongly that business and politics 
don’t mix. “Political education usually backfires,” 
says one marketer. “My people are over 21,” says 
another. “They can make up their own minds.” 


Regional Roundup 


Summing up, here’s the climate of oil-marketing 
opinion as NPN found it in seven major regions: 

e@ New England—This is Kennedy country, and 
the religious issue may transcend all others with 
many in the industry here, particularly Catholics. 
From the standpoint of industry self-interest, there’s 
considerable hesitation over the candidates. The 
Eisenhower administration is criticized at some 
marketing levels for reducing heavy-oil import 
quota to the region; Kennedy is suspect among 
major distributors for his stand on depletion. 
Some marketers feel Johnson stands for producer 
interests; jobbers who also sell coal like the higher 
import restrictions. Situation: mixed up. 

@ Middle Atlantic—A Nixon bastion. Marketers 
here, both small and large, tend to identify them- 
selves with big business and traditionally go Re- 
publican. Kennedy support extremely thin. 

@ Southeast—Democratic territory, divided by 
states’ rights issue, fear of inflation. Regional mar- 
keters split about even in ’56 election, could fol- 
low suit this year. 

@ Midwest—Probably a Nixon stronghold, but 
many marketers here are still on the fence. Most 
give Kennedy black marks for his depletion posi- 
tion, imputed inexperience, and liberalism. Nixon 
forces, on the other hand, aren’t jubilant about 
their man. Few think marketing will be affected 
much, whoever wins. 

e@ Southwest—Plenty of disappointed Goldwater 
men here. Bitterness toward Lyndon Johnson, said 
to have “talked out of both sides of his mouth” 
and humiliated himself and Texas by taking second 
place on the Democratic ticket. Some strong anti- 
Catholic sentiment, too. Only one way to go, but 
many agree with the Texan who “sure hates to 
vote for Nixon, because I don’t want to be chasing 
jackrabbits for food within four years.” Still, look 
for Texas to go Republican again, unless Kennedy 
can change some minds. 

e@ Rockies—Marketers here are predominantly 
Republican, feel Nixon’s experience is better than 
Kennedy’s, and think business as a whole would 
profit from four more G.O.P. years. 

@ West Coast—Nixon’s home region, and looks 
like it. Scant Kennedy support among California 
marketers, somewhat more in Pacific Northwest. 
Evidence of anti-Catholic feeling in certain areas. 
Look for Nixon and his prodepletion posture to 
carry the day. a 
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General 


Murphy Expands 


Southwest firm swells territory 
through merger and acquisition 


MURPHY CORP. of El Dorado, Ark., has ex- 
panded its marketing territory in a big way through 
its merger with Spur Oil Co. and its acquisition of 
National Petroleum Corp. 

The merger, 0.7 share of Murphy stock was 
exchanged for each share of Spur, gives Murphy 
markets in 21 states with 348 more outlets. Up 
to now, it’s only been marketing in seven states 
with 305 outlets through its subsidiaries River 
States Oil Co. and Hempstead Oil and Storage Co. 

The acquisition of National Petroleum Corp., 
a retail and wholesale marketer in seven counties 
in Florida, gives Murphy 13 service stations and 
one bulk plant. 


How Big Spur Is 

Murphy has no immediate plans to change any 
of Spur’s marketing operations. In time, says 
Murphy, other marketing properties will be co- 
ordinated with those of Spur. For the present, 
headquarters of Spur will remain in Nashville, 
and personnel and general policies will remain 
unchanged. 

The purpose of both the Spur and National 
Petroleum acquisitions is to provide outlets for the 
5-million-bbl. Murphy produces annually. The 
point has been reached in oil, says a Murphy 
official, where “you just have to have control of 
your crude from the time it is produced until it 
is processed and sold.” 

The merger with Spur, adds the official, “just 
seems to fit in” with Murphy’s current marketing 
operations. 


No Change Seen for Spur 

Spur, one of the largest private-branders in the 
country, has an estimated gallonage of 130-mil- 
lion a year and a gross yearly income of about 
$40 million. Founded by the late J. M. Houghland, 
its success as a private-brander has been due to 
lower prices, sharp premiums, and economy- 
minded management. 

Paul Banks, president of Spur, thinks Spur 
will be a division of Murphy, with himself as vice 
president. He foresees no other executive changes. 

“This merger will not change Spur’s status as 
a private-brand operator,” says Banks. Since the 
merger will bring Murphy a much larger marketing 
territory than it had formerly, Banks thinks there’s 
a good chance Murphy’s brand, Royal, will change 
to Spur in the states where Murphy now markets. 

The deal isn’t completely set yet, for it still has 
to be submitted to the two boards, and then the 
stockholders have to vote on it. “But we expect 
to wrap up the deal by the end of this year,” says 
Banks. 





General 


Prefab station comes fully equipped. Size is variable 


New Prefab Station 


ALUMINUM SIDING, finished in baked enamel 
in a choice of three colors, is used for the exterior 
of a new prefabricated service station offered by 
Alton R. Fairchild and Associates, P.O. Box 
13424, Ft. Worth, Tex. 

Everything is built in: panel heat; 30 electrical 
outlets; roof, floor and sidewall insulation; two 
complete restrooms with fixtures; and jalousied, 
floor-length windows. 

Complete units can be supplied and put into 
operation in two weeks, says the manufacturer. 
Size can be varied to fit the location. 

Delivered price is claimed to be considerably 
below the cost of conventional stations, and a 
financing plan is available to oil jobbers if desired. 


Tax-Evasion Ruling 


A DIESEL DISTRIBUTOR is not responsible for 
fuel taxes owed by one of his retail outlets, ac- 
cording to a decision handed down in Iowa district 
court last month. 

Judge John W. Tobin ruled that William A. 
Menees, who operated a truck stop near Marshall- 
town, owes the state of Iowa $90,791 in taxes and 
penalties on more than a million gal. of fuel 
handled over a period of more than a year. The 
state has contended that Menees’ distributor— 
Hawkeye Oil Co. of Marshalltown, a Shell job- 
bership headed by Fred A. Bogaert—was liable if 
the amount could not be collected from Menees. 

Attorney general Norman Erbe and Menees’ at- 
torney say they'll appeal the ruling to the Iowa 
supreme court. The case is the biggest of a hornets’ 
nest of tax-evasion actions stirred up almost three 
years ago by George Marchi, then state director 
of motor-fuel taxation (NPN—Jan. °59, p 28). 

Judge Tobin was critical of Marchi for never 
checking Menees’ books. Marchi now lives in 
California. He was fired by state treasurer M. L. 
Abrahamson early in 1959, after an audit absolved 
Abrahamson of charges made by Marchi. 


Antitax Attack 


Oil industry intensifies battle 
against excessive gasoline tax 


PETITIONS are appearing at stations throughout 
the U.S. in the oil industry’s latest move to alert the 
public on high gasoline taxes. With the exception of 
some West Coast states and Kentucky, state organi- 
zations have started a campaign to collect consumer 
signatures on petitions which will be presented to 
Congressmen. The primary goal: to get Congress to 
keep its promise to let the 1¢-gal. federal tax lapse 
next June 30. 

Meanwhile, other activities against excessive 
gasoline tax continue. 

The 6-month-old Gasoline Tax Education Com- 
mittee, headed by T. S. Petersen, president of 
Standard of California, has launched its second 
monthly “flight” of advertisements. Local radio, 
outdoor, and newspaper media are used to tell the 
tax story in the 48 mainland states. 


How the Ad Campaign Works 

The committee began its drive in August, work- 
ing out of Sullivan, Stauffer, Colwell & Bayles, a 
New York City ad agency. One of the agency’s 
account executives, Stefan Blasche, is executive 
secretary. The budget is over $2-million, contrib- 
uted by member companies. 

The pitch is hard sell. For example: “Does a 
tax this high on a basic commodity like gasoline 
really make sense? . . . Each year the average mo- 
tor vehicle owner in this state (New York) pays 
$70 in gasoline taxes. That’s just a few dollars less 
than the average week’s pay for most people.” 

The API, prohibited from trying to influence 
legislation, is supplying oil-company magazines 
with data on taxes and on the drives to reduce 
them. Practically all majors have been devoting 
heavy editorial space in their dealer and jobber 
publications to the tax question, and mailing tax- 
education material to stockholders and credit-card 
holders (see facing page). 


Experiments in Price Posting 

Several Southern states are moving toward the 
“Virginia plan” (NPN—April p19). Under this 
plan, gasoline prices are posted less tax, and the 
motorist is informed about the tax when he’s told 
what he owes. 

The Petroleum Council of Georgia has just com- 
pleted tests of a plan to post ex-tax price but show 
the tax, too, on the A-board. This method seeks to 
avoid the complaint of some motorists in Virginia 
that posting price exclusive of tax is deceptive. 
This plan reportedly will be tried soon in Tennes- 
see, South Carolina, and North Carolina. 

State organizations have also presented tax-edu- 
cation programs and exhibits at state fairs through- 
out the country. 
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FREE-STANDING canopy of up- 
swept design does double duty 
as island light. Selling for 
$2,200, it's made by Chuck 
Williams Co., Richardson, 
Tex. Note that the island 
of this outlet in Dallas isn’t 
raised. 


DRY-CARGO TRUCKS or other vehicles can be converted 
to liquid carriers in minutes with collapsible fabric 
containers by Goodyear. Petroleum products are some 
liquids it can carry. Comes in 2,750, 4,000, 4,500 gal. 


LUBRITORIUM DINING ROOM of Cities Service station in Law- 
rence, Mass., attracts dignitaries. Among them are Superior 
Court judge, county officials, reporter, business men. Dealer 
John Shalhoub (seated with hat) says it’s good promotion. 





You pal 90... 
ON 10 gallons of gasoline 
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BILLBOARDS are appearing across the country in the SERVICE PLAZA for passenger and truck traffic is going up at an 
oil industry’s intensified campaign to stop excessive interstate-highway intersection near Mansfield, Ohio. A Pure Oil 
gasoline taxes (see ‘Antitax Attack’ on facing page). outlet, it has restaurant, lube and repair service, limited rooms. 


October, 1960 +» NATIONAL PETROLEUM NEWS 71 





General 


All-Oil Card Flops 


Oil companies wouldn't support 
an all-oil credit card. Here's why 


A UNIVERSAL oil credit card, recently pro- 
posed by Oil Services Credit Corp. (NPN—Feb. 
p86), doesn’t seem to have got off the ground. 
All indications are that the Chicago firm, in- 
corporated for $10-million by several area busi- 
nessmen, has stopped trying to get participators. 


Why Oil Companies Were Reluctant 


Reasons are not far to find. The biggest, say 
oil credit-card specialists, are these: 

e With a third party doing the billing, an oil 
company would lose its only contact with its credit- 
card customers. Considering the huge sales at 
stake, an oil company wants to make its own 
decisions on how to bill, and how to go about 
making collections. A third party might muff it. 

@ Relinquishing your customers to a universal 
credit card—unless everybody does it—wipes out 
much of the brand loyalty that’s been built up 
through repeated use of your credit card. 

@ Oil companies have years of experience with 
credit cards and know the best ways to hold down 
costs. How could a new company be expected 
to handle credit billing for less, especially when 
it plans, of course, to make a profit besides? 

One major company executive says the uni- 
versal credit-card plan would have done little 
more than break even with his company’s present 
credit processing cost. A 6% charge proposed 
by the credit firm may be welcome to smaller 
marketers whose credit-card costs run somewhat 
higher, but majors would have nothing to gain. 


How Far Did the Idea Get? 


There seems to be some question whether the 
credit company had ever advanced beyond the 
exploratory stage. One major-company official said 
a concrete plan was never presented, the credit 
corporation simply announced that it was willing 
to perform the universal-card service on any basis 
suitable to the oil companies. 

Even so, the credit corporation issued various 
statements claiming interested parties, and even 
announced it would have 500,000 card holders by 
September, 1-million by 1961. 

This rubbed at least one oil executive the wrong 
way. He said his firm was approached, but didn’t 
express any definite interest. Yet, he says, the 
credit corporation hinted to other companies that 
his firm “wanted to be in on the ground floor.” 

Says the executive, “This whole business of 
announcing in June that you’re going to have a 
half-million credit cards by September is ridicu- 
lous. Those of us who have been through these 
things know it takes a lot longer than that.” 


a In case you missed it... 


» The Census Bureau reports sales of gasoline and 
other products at U. S. service stations dropped 
to $1,589-million in August, from $1,605-million 
in July. 


& Tidewater Oil has bought the assets of A. J. 
Cohoon Oil Co., Columbia, N. C., jobber with one 
bulk plant, one station, 14 dealer accounts, 8 
commercial accounts, 706 farm and household 
accounts. William C. Cohoon, owner, will stay on 
as consignment distributor. Tidewater first entered 
North Carolina a year ago. 


® Northern terminals of Mid-America Pipeline 
Co.’s liquefied-petroleum gas line will be in full 
operation by Dec. 1, says president Robert E. 
Thomas. Terminals will be at Pine Bend, Minn., 
and Janesville, Wis. 


& Ohio Oil Co. has created a Cleveland marketing 
zone and acquired R. E. Benson & Sons Oil Co., 
Lodi, Ohio, jobber with two bulk plants, seven 
stations and several trucks. Ohio Oil is currently 
expanding in northeast Ohio. Cleveland zone man- 
ager will be D. E. Magee. 


& Anderson Prichard Oil Co. plans to sell its pro- 
ducing properties, pending stockholder approval. 
The Tulsa company’s refining, transportation, and 
marketing facilities would be taken over by Apco 
Oil Corp., a newly formed Delaware corporation 
to be headed by present Anderson Prichard officers. 
Otherwise these departments would not be affected. 


» E. I. DuPont de Nemours & Co. is introducing 
a new lead antiknock compound, Tetramix, com- 
bining tetraethyl lead, tetramethyl lead, and mixed 
methyl lead compounds. 


& Tidewater Oil has offered to buy 51% of stock 
of Vangas Inc., Los Angeles marketer of liquefied- 
petroleum gas. Vangas sales volume last year was 
about 40-million gal. in four states. 


> Refiners, including integrated companies, report- 
ed a $3-million gain in second-quarter net profits 
over the same period a year ago. Sales for the 
quarter were $260-million lower than in the first 
quarter, however. 


® Continental Oil Co. has bought Pyramid Oil 
Co., Kansas City, Mo., jobber with 20 stations in 
the area. Pyramid has been a Conoco jobber for 
26 years. 


® Gasoline octanes were higher in August than a 
year earlier. National weighted average was 99.3 
for premium and 92.6 for regular. Compared with 
last August, premium increased 0.1 octane and 
regular 0.5. 


Countryman Oil Co., a distributor of Standard 
Oil Co. products in the Tulsa, Okla., area, has been 
bought by R. W. Willhour. Willhour was a partner 
with J. W. Countryman, the company founder, 
from 1957 until Countryman’s death early this year. 
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THE LIGHTER SIDE 












































“JUST AIR, WATER, AND A PIECE OF WIRE, PLEASE!” 


THE BRIGHTER SIDE... 


Your good service is geared to your customers’ needs. - ASHLAND OIL & 
Your own business needs are given thissame dependable - 
service when you are supplied by Ashland Oil &Refining : REFINING COMPANY 
Company. As the nation’s largest independent supplier 

of petroleum products, Ashland Oil understands and _ - 
respects your independence. Here are just a few of the ; — ALTON, ILL. 528 Henry Street—BUFFALO, N. ¥., 800 


benefits you get from a working agreement with us: ’ Ellicott Square—CHICAGO, ILL., 6 N. Michigan Avenue 
; —CINCINNATI, 0., 1402 Federal Reserve Bank Bidg.— 


Home Office: Ashland, Kentucky 


@ You get to do your job without interference. 
CLARKSVILLE, IND., 214 Center Street-—CLEVELAND, 0., 


eeeeeeeeoeeeeeeeeeeeeeeeenee 


@ You get effective merchandising plans and sellingtools. + Standard Bidg—DETROIT, MICH., Dearborn P. 0. Box 


6025—EVANSVILLE, IND., 2500 Broadway—FINDLAY, 


@ You get products of the highest quality . . . developed 
and test-proved by Ashland’s outstanding technical 
and engineering staff. 


0., P. 0. Box 210—FREEDOM, PA.—LOUISVILLE, KY., 


1202S. Third Street—NASHVILLE, TENN.,5 MainStreet 


—PADUCAH, KY.—PITTSBURGH, PA., 711 Shields Bidg. 
For complete information on how Ashland’s sales pro- 
gram for independent marketers can benefit you...write, 
wire or phone us today! 





Ye Independent Supplier fer Independents 
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METER IT IN...METER IT OUT... 
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and SAVE with 





ROCKWELL 


ROTOCYCLE 


A complete Rockwell Rotocycle meter pro- 
gram will protect and police every movement 
of your gallonage from the time it enters 
your plant until it reaches your customers. 

When you fill your storage tanks, Rock- 
well “‘S’” series meters provide you with an 
accurate accounting of the quantities you 
buy. When you load trucks at your bulk 
plant, there’s no guesswork—Rockwell ““B”’ 
series meters account for every gallon dis- 
pensed. They’1I do it quickly and if you want, 
almost automatically with the protection of 
a centrally controlled Remote Registration 
System. On truck routes, Rockwell ‘“T”’ 
series meters give you and your customers 
an exact accounting of each delivery. Pre- 
set automatic shut-off valves are a conven- 


METERS 


ience for your drivers. Ticket printing 
registers verify quantities—provide delivery 
slips and furnish a simple means for stream- 
lined billing and accounting. 

Rockwell Rotocycle meters are available 
in sizes and types for controlling every 
movement of product. Their accuracy and 
dependability have been proved through 
many years of use. They are easy to install 
and calibrate. Rockwell service procedures 
simplify periodic cleaning and maintenance. 
For metering at its finest go Rockwell all 
the way. Write for bulletins: Rockwell 
Manufacturing Company, Dept. 121K, Pitts- 
burgh 8, Pa. In Canada: Rockwell Manufac- 
turing Company of Canada, Ltd., Box 420, 
Guelph, Ontario. 


RO TOCYCLE METERS 


another fine product by 


G 


ROCKWELL 





Be sure to register and vote. 
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New! 
Versatile ! 


For: 


(Wayne) ECONOMY AIR COMPRESSORS 


* Mobile Road Service « Service Station Stand-by 
¢ Home Hobby Shops ¢ Farms « Small Service Stations 


On wheels, with 20-gal. air receiver. 


Portable or stationary... 
convertible at any time 


These are low rpm, true reciprocating piston air com- 
pressors, conservatively designed to eliminate the repair 
headaches usually associated with utility machines. With 
them, you get such important features as low operating 
speeds, deep heat-radiating fins, easily removed head 
valves, and large-bore, long-stroke compressor blocks— 
all contributing to long service life at a low cost. 


Base mounted with pulsation chamber. 


Wayne Economy Compressors are available with a choice 
of engines, mountings, and operation to cover a wide 
variety of ‘‘little air’’ uses. With gasoline engine, they are 
excellent for service station stand-by in case of power 
failure. On the back of your service truck, they can make 
extra dollars for you on road service calls. For portability 
on farms and in paint shops, they can’t be matched— 
just put the wheels on them and roll them anywhere. 


Get a Wayne utility unit with big compressor quality at 
small compressor prices. See your Wayne distributor 
today ... or write for descriptive literature. 


Viith 4%, Y% or % hp electric motor or % or 144 hp gas engine. 


WORLD’S LARGEST 
MANUFACTURER OF 
GASOLINE PUMPS AND 
SERVICE STATION EQUIPMENT 


THE WAYNE PUMP COMPANY Division of Symington Wayne Corporation « Salisbury, Md. 
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Clean jet fuel is essen- 
tial to safe jet aircraft 
operation. Today, all avi- 
ation fuels in current 
service may be provided 
the ultimate protection 
against fuel contamina- 
tion. The new Warner 
Lewis 2-stage separator/ 
filter eliminates jet fuel 
contaminants — free 
water and dirt. This new 
equipment developed by 
Warner Lewis Company, 
pioneer manufacturer of 
separator and filter 
equipment for aviation 
fueling, delivers the 


WARNER 


LEWIS 


PROTECTS 


DIVISION OF 
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Silent Servant 


cleanest fuel ever de- 
manded by commercial 
or military aircraft. 


A Silent Servant of Safe- 
ty, this equipment is in- 
stalled at the fixed 
facilities and on refueler 
trucks and hydrant carts 
serving most of the 
world’s major airports. It 
is approved and in pro- 
duction for the U. S. Air 
Force under recent con- 
tracts. For further infor- 
mation, write Aviation 
Products division, Warner 
Lewis Company. 





CORPORATION /IN CANADA: FRAM CANADA LTD., STRATFORD, ONTARIO 
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POSTING TO LEDGER 


FIGURING DEGREE DAYS 


These heating-oil chores have been done away with by two New York jobbers 
and turned over to machines in a central office. Here’s what to know about... . 


Farming Out Your Paperwork 


WO HEATING-OIL JOBBERS in Westchester 

County, N.Y., will write a new chapter in 
jobber office management this heating season in 
turning over office record-keeping and billing func- 
tions to an outsider. 

Farming out the paperwork is the tradition- 
breaking move being made by Maue Oil Co., a 
3,000-account jobbership in Ossining, and Sentinel 
Oil Co., which has between 3,000-4,000 accounts, 
of New Rochelle. The new system starts Oct. 1. 


Here’s What’s Happening 


Both companies will let Service Bureau Corp., a 
subsidiary of International Business Machines, take 
over such office details as preparing, extending, and 
verifying degree-day delivery tickets; making up 
new delivery tickets based on next-delivery degree- 
day projections; and preparing and mailing state- 
ments. 

In addition, Service Bureau will provide a num- 
ber of monthly reports. Some will be entirely new, 
some will be more detailed than those the com- 
panies now prepare, some will be provided faster 
than the companies could do them. 

Degree-day work at Service Bureau will be han- 
died by IBM’s 650 computer; billing will be done 
on IBM’s 407 data-processing equipment. 

Service Bureau’s let-us-do-your-work offer is 
about two years old. It was first presented to Oil- 
Heat Institute of Westchester as a project OHI 
members should take on jointly. Tom Brown, pres- 


ident of Sentinel Oil, was one of its prime movers. 
At the time, Service Bureau estimated it needed 
about 400,000 transactions (deliveries and service 
calls) a year to make it pay out. That would have 
involved about 20 jobbers. For many reasons, the 
project limped along until Maue and Sentinel signed 
up for the idea this year. 

Service Bureau now says, “It’s more like a pilot 
operation.” If it works, more Westchester jobbers 
may join in the years ahead. And Service Bureau 
most likely will use the Maue-Sentinel results to sell 
the idea to other jobbers elsewhere in the U. S. 
Service Bureaus are set up in 79 other cities outside 
New York City. 


Why the Jobbers Are Doing It 


Greg Maue, president of Maue Oil Co., and 
Fred Sagerstrom, Sentinel Oil’s vice president, see 
almost eye to eye on why they are turning over 
their workload to Service Bureau. They feel their 
companies are moving ahead and offering customers 
better service. 

“We are going into it,” Maue says, “because we 
feel that a company of our size is basically of the 
proper size to give its customers good service.” 

Adds Sagerstrom, “We want to do the best and 
something new all the time. “We want to go ahead, 
to progress.” 

“We are going to rid ourselves of the clerical and 
mechanical details of our business,” Maue points 
out, “so that we will have more time to devote to 
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STAMPING TICKETS 


our customers.” Sagerstrom echoes that feeling. 


What’s more, Maue feels that he should take ad- 
vantage of some of the management tools big busi- 
ness uses. For him, letting Service Bureau handle 
his workload could be the first step in what he says 
is scientific programming. “I think machines such 
as will be used at the bureau can be made to tell us 
not only what trucks we should use to make deliv- 
eries, but also the order in which the deliveries can 
best be made.” 


To Sagerstrom, computers and data-processing 
equipment will make operations more efficient. “It 
will eliminate a lot of human errors. Everybody 
loses cards from time to time, misfiles information, 
and even comes up with the wrong degree-day pro- 
jection.” 

Maue says he couldn’t afford to buy or rent IBM 
equipment himself. He adds, “Even if we could af- 
ford to buy or rent it, we wouldn’t do it because 
we’d be back where we were before Service Bureau, 
taking care of our own paperwork. And that’s 
something I want to get rid of very definitely.” 

Maue has been trying to do that for most of the 
15 years he’s been in charge of the company. “From 
monthly billing, we went to cycle billing, and finally 
simply to leaving the delivery ticket-invoice at the 
home at time of delivery.” He uses no formal ledger 
system, filing instead a copy of the delivery ticket- 
invoice in the customer’s envelope and pulling it out 
when payment has been made. It’s similar to the ac- 
counting plan Gulf Oil has been recommending to 
its jobbers (NPN—Dec ’59, p101). 


How Deliveries Are Handled 


All data pertaining to accounts are transferred to 
punched cards by Service Bureau and kept at Serv- 
ice Bureau offices. The oil companies keep in their 
own offices a card file of the data. 

From data on punched cards, Service Bureau 
will send the companies preprinted and addressed 
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delivery tickets, with the first delivery of the season 
projected on a degree-day basis. Tickets will come 
sorted by degree-day totals and delivery zones. 
Maue has 30-40 delivery zones, with up to nine 
routes in each zone. But he can now go up to as 
many as 99 delivery zones. 

“We'll make the deliveries as the degree days 
come up,” Maue says. Mechanics will be much the 
same as before Service Bureau days: The meter will ~ 
print gallons delivered, and the ticket will contain 
(1) date of delivery, (2) unit price, and (3) amount 
of oif in the tank if the tank isn’t full. It’s an esti- 
mate for inside tanks but can be gaged accurately 
on outside tanks. 

Service Bureau will receive copies of delivery 
tickets after deliveries are made so that it can figure 
the next degree-day delivery, prepare the tickets, 
and handle billing. A messenger will pick up these 
tickets in batches daily during the peak season; the 
mail may be used during the slower periods. 

As batches of tickets come in, Service Bureau 
will (1) extend them, (2) verify those already ex- 
tended, (3) recalculate the k factor, (4) compare 
old and new k factors, (5) reject any card where 
the k factors shows a 10% change, and (6) weight 
old and new k factors to come up with a new one. 
“We'll be notified of wide variations in k factors,” 
Maue says, “so that we can check with the account 
to find out the reason. Then we can decide if the k 
factor needs to be changed.” 


How Billing Works Out 


From daily batches of delivery tickets, the bureau 
prepares punched cards for billing purposes at the 
end of the month. In addition to preparing and 
mailing statements, the bureau will handle envelope 
stuffers that jobbers wants to insert. Each statement 
will list each delivery made during the previous 
month, the amount due, and the amount past due. 

Budget accounts will receive on their statements 
a list of deliveries made to them during the previous 
month along with the current budget payment due, 
current charges for service or installation work not 
covered by the budget plan, and payments in ar- 
rears, either on the budget plan or for service-in- 
stallation work. 

In order to keep records up to date, the jobbers 
will turn over to the bureau a copy of the daily cash 
receipts. 

The bureau will supply an invoice register listing 
by customer all transactions for the month and giv- 
ing all details (amount delivered, date, amount due, 
and amount paid). It will separate regular accounts 
from budget accounts. This register will serve as a 
ledger-card system, but it will be in book form. 

“We will get an age analysis of all nonbudget 
accounts,” Maue says. Up to now, Maue Oil 
checked the age of its accounts visually (marker on 
card) but had no printed analysis. The bureau will 
prepare an analysis of budget accounts, showing all 
deliveries and charges for the month, total amount 
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of payments, number of payments made to date, 
and a cumulative total of charges and payments. 

Another monthly report will be a complete sales 
analysis, showing totals for the month and year-to- 
date totals. This analysis can be broken into 100 
classifications, with subtotals for each group of 10 
subclassifications. ““We’ve made some sort of an an- 
alysis each month up to now, but it wasn’t in great 
detail. This is a definite plus of the program,” Maue 
says. 


The Question of Cost 


Maue and Sagerstrom point out that the Service 
Bureau plan will be more expensive than their pres- 
ent systems. Both say they do not expect any short- 
range benefit from the plan. Rather, they look at the 
long-range payout which may come from upgrading 
the efficiency of other parts of their heating-oil op- 
erations. They don’t expect to save on degree-day 
servicing and billing. 

“On paper,” Sagerstrom says, “it looks more 
expensive than doing the work ourselves, but in the 
long run we’ll be ahead.” Scientific programming is 
one possibility of long-range payout. “Perhaps in 
the future there will be fewer jobbers selling out or 
merging,” he says. 


Both companies estimate Service Bureau cost at 
about $4.25 per year per account. To Maue, the 
net additional cost of Service Bureau contract is 
about $4,200 a year. Sentinel puts the net added 
cost at between $3,000 and $4,000. 

Neither company will lay off personnel now in 
the office. Instead, the employes will be shifted to 
other work, such as sales and customer relations. 
Both jobbers say employes leaving of their own ac- 
cord will not be replaced. 





Memos for Fuel-Oil Men... 





POil-Heat Institute of Rochester, 
N.Y., is urging its members to lay 
plans to convert 15-year-old gas- 
heat jobs to oil. This market, says l 
OHI of Rochester, can go to oil scene 
because early gas jobs were in 
homes that did not have “B” vents, 
and oil men can play up how gas 
rates have increased since these 
homes went to gas. 





PHeating-oil jobbers in the Port-  f°% ©*Planation. 


land (Ore.) area who are members 
of Oil-Heat Institute of Oregon are 
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Charles L. Elliott Co., Danvers, Mass., believes in making all entries 


on its statements crystal clear to customers. With the form above, Elliott 
avoids a lot of misunderstanding and forestalls many telephone requests 
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working out the details of the first 
of a series of cost-analysis surveys. 
Working with them is School of 
Business Administration of Port- 
land State College. 


Toronto Chapter, Oil Heating 
Assn., is now located in its new 
home at 745 Mount Pleasant Rd., 
Toronto 7, Ont. 


>The gas industry, through Amer- 
ican Gas Assn. and Gas Appliance 
Manufacturers Assn., has already 
indicated its plans to take part in 
the 1964-65 Worlds Fair in New 
York. 


> Heating-oil jobbers who are mem- 
bers of Oil Heating Assn. of Can- 
ada can now buy direct-mail pieces 
put out by Oil-Heat Institute of 
America. OHA has been licensed 
by OHI to reproduce any of OHI’s 
direct-mail material. 


>Sun Oil’s drive to sign up heating- 
oil jobbers continues. Latest to 
adopt the Sun flag are Hamorton 
Fuel & Supply Co., Kennett Square 
Pa., and Thompson Oil Co, 
Waynesboro, Pa. The latter’s terri- 
tory includes Shippensburg and 
Greencastle, both in Pennsylvania, 
and Hagerstown, Md. 


>A Midwest heating-oil jobber has 
converted his fleet of retail delivery 
trucks from gasoline to LP-gas. He 
says cost of fuel is about the same 
as with gasoline, but maintenance 
costs with LP-gas are lower and 
trucks last two years longer. 


> Heating-oil distributors in Henry 
County, Ohio, this past season used 
a new way to get the economy of 
oil heat across to the public. In 
newspapers and other media, ads 
featured pictures of homes in the 
area, gave size and other details, 
and then showed how much they 
cost to heat per day. 
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BY GORMAN-RUPP... j CHNIPI DINNAD 
TO MEET ALL FUEL DELIVERY NEEDS 


40 to 140 GPM, positive action, sure priming, trouble-free performance, no check valve—all 
in the new Gorman-Rupp 02F3 Pump. Here’s the unit specifically designed for quick, efficient 


fuel oil deliveries. Time is money—so save time THE GORMAN-RUPP COMPANY 


—see your Gorman-Rupp Dealer Today! 305 BOWMAN STREET + MANSFIELD, OHIO 
Gorman-Rupp of Canada, Ltd., St. Thomas, Ontario 





MODEL 02F3-40 to 140 GPM. P" 


Increase RPM of power take-off at. range of 600 to 1000 RPM, 





dual installation of Model 02F3 for gasoline and fuel oil delivery. 
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RECOGNIZED FOR QUALITY THE NATION OVER 


Wherever oil marketers take on the General Tire, a big 
step-up in sales and profits naturally follows. That’s be- 
cause the General Tire offers a full line of quality tires, 
batteries and accessories, backs up that line with full- 
power support at every level. This is what you and your 
dealers need to make TBA operations pay off... and you 
get it with the General Tire! Check General’s TBA pro- 
gram for yourself... why not now! 


® Complete line of passenger, truck and farm tires 

© Consistent and concentrated advertising help 

© Complete marketing and merchandising programs 

® Warehouse facilities as near as your telephone 

® Sales training aids designed to boost sales and profits 


write today to 
W. A. ROBINSON 
7BA Sales Manager 


THE GENERAL TIRE & RUBBER CO. + Akron, Ohio 
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More New Homes for Oil Heat 


For $800,000, West Coast suppliers and jobbers expect to get 4,900 
or more new oil-heat installations. And this could be only the start 


EST COAST majors, including most recently 

Texaco, are helping their heating-oil jobbers 
in four Western states grab a bigger slice of new- 
home installations through an equipment cost 
equalization plan (CEP). 

Reception of CEP by jobbers and builders is 
reported to be “fantastic.” There are some signs 
that the kitty used to equalize the cost of oil-heat 
equipment in relation to competitive heating equip- 
ment will be exhausted sooner than planned. 

Whether CEP or something like it will be con- 
tinued past Dec, 31 will be decided by suppliers 
and distribution-division chapters of the Oil-Heat 
Institute at a meeting of the West Coast Regional 
Advisory Committee late this month or early next. 

One gage of the current campaign’s success is 
the enthusiasm generated in Oregon. OHI of Ore- 
gon reports that funds put into the kitty by Tide- 
water, Richfield, and Carter have been exhausted 
since August. Says Oregon OHI, “The dealers of 
these companies have been exceptionally aggressive 
and have used up all available funds through De- 
cember.” In that state CEP is credited with swing- 
ing more than 600 new homes to oil heat. 

Where does the money come from? Majors are 
putting up $400,000 in addition to regular oil-heat 
promotion funds, and jobbers are expected to 
come up with an equal amount in cash, services, 
or additional sales-promotion expenditures. That 
amounts to an equivalent of $800,000. 


What's the Big Idea 


Under CEP, majors and jobbers are cutting the 
cost of putting oil heat in new homes in those areas 
where gas and electricity are after the same mar- 
ket. The maximum equalization CEP allows is $165 
per home. Many cost less. 

At this figure, about 4,900 new homes can be 
added to oil heat. For suppliers and jobbers, these 
new homes will add about 6-million gal. a year. 
(The area’s market now is 800-million to 1- 
billion gal. a year.) With the average life of a 
burner 17 years, these new installations would use 
100-million gal. of heating oil. 

Through CEP, many builders come to appre- 
ciate the advantages of oil heat. At the terrific 
rate many builders are building in this major 
growth area, such appreciation becomes an im- 
portant long-run gain for oil heat. 

There’s another reason for CEP, according to 
Jim Lane, California Standard’s fuel-oil sales man- 
ager, “The trend on stove oil,” he says, “is down- 
ward. Half of the West Coast market was stove 
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oil in the mid-40’s; now it’s down to about 32%. 
We wanted to convert it to furnace oil, but most 
of it has gone to competitive fuels.” The big reason 
for that: Oil-heat equipment is more expensive 
than competitive equipment. 


How CEP Is Set Up 


CEP suppliers are kicking in at the rate of 1/10¢ 
a gal. on 50% of distillate they sold last year for 
home heating. Each supplier’s contributions are 
further broken down to the gallons sold in each of 
the five OHI-chapter areas: OHI of Oregon, OHI 
of Washington, OHI of Inland Empire (eastern 
Washington), OHI of Northern Nevada, and OHI 
of Southern Idaho. Overseeing payments of CEP 
funds to jobbers is Bob Elmslie, executive secre- 
tary of OHI of Washington and CEP’s budget 
director. Suppliers put up half of their money on 
June 15; the other half was due Sept. 15. 

On the jobber end, there will be no free- 
loaders. Only jobbers whose suppliers are in CEP 
will be eligible to make application for CEP funds. 
Payment is made only after the jobber certifies 
the work has been done and after he produces 
evidence that he has made his equal contribution 
to CEP. 

Only jobbers who face competition from gas 
heat or electric heat are included in CEP. OHI 
chapters supervise the program locally, but job- 
bers who aren’t OHI members can take part in the 
program provided their supplier is in CEP. 

While the big target is centrally heated new 
homes, jobbers can get CEP aid for an oil-fired 
unit used to heat water for a swimming pool, for 
a new commercial installation, or for any conver- 
sion to oil from other fuels. But replacing an 
existing oil unit with a new one doesn’t qualify 
for CEP help. 

CEP differs in many ways from the $75,000 
pilot program conducted mostly in areas of Wash- 
ington and Oregon late last year. The success of 
that program—750 new homes with oil heat from 
170 speculative builders—is what prompted job- 
bers to ask their suppliers for a somewhat similar 
program on a wider scale. 

Top equalization allowance then was $100 per 
home. This subsidy, says one major, only partly 
covered the equipment differential, with the result 
that builders in some cases had to absorb the rest. 

Under the pilot program, definite quotas of new 
homes were assigned to the areas included in the 
program. Under CEP, it’s first come first served, 
with no new-home quotas at all. hd 





‘Lomorrow 


they go back to work 


for your dealers! 


If oil ratios are rising for some of 
your stations, these men may be re- 
sponsible! 


Recently more than 100 Fram field repre- 
sentatives had the kind of fun-filled outing 
shown here. 

The next day, however, they went back 
to work—for oil company dealers! 

Some of your company’s stations may 
have felt the weight of their work. If so, it 
might pay you to check the current oil ratios 
of those stations. Chances are they’re on 
the rise! 

This figures. When the smart station 
operator replaces an oil filter he always 
changes the motor oil, too. 

So, when Fram field men demonstrate 
the facts on dirty oil and clogged filters to 
station personnel, filter sales rise. And when 
filter sales rise, oil-change volume invariably 
gets a boost! 

It’s as simple as that. But it’s no accident... 

First: the Fram brand offers volume de- 
mand. Research shows that the Fram name 


ranks first with the nation’s motorists...and 
that Fram is sold by more service dealers 
than any other brand. 

Second: only Fram dealers have the full 
benefits of FRAMARKETING*, the in- 
dustry’s most complete filter marketing 
service. 

This service includes a large fleet of 
mobile laboratories for field filter training 

. units than can cover hundreds of oil 
company stations in short order. 

It includes a steady flow of unique, fully- 
tested promotional programs to build sta- 
tion traffic and boost profits on oil, filters, 
other under-the-hoods sales. 

It includes ingenious sales tools . . . prac- 
tical displays . . . and the backing of the 
most dramatic continuous filter advertising 
program in the industry. 

Why not give all your dealers the bene- 
fits of FRAMARKETING* officially . . . 
through your own organization? For details 
phone or write National Accounts Division, 
FRAM CORPORATION, Providence, R. I. 
GEneva 4-7000. 


S¢FRAMARKETING. . . the automotive industry’s most complete service 
for development of volume filter business . . . through research, train- 
ing, advertising, promotion, sales-aids and personal field assistance. 








Coming: New Low-Cost Packages 


Steel and aluminum are slugging it out, plastics and paper are girding 
to enter the fray. With millions the prize, something's bound to pop 


as THE Cost of motor-oil packaging,” is the 
oil industry’s urgent demand. It’s got pack- 
age suppliers—steel, aluminum, plastics, paper— 
scrambling to develop new containers to outpoint 
their competition. The result will be packaging 
innovations and reduced costs in the near future. 

In the next two years plastics and paper people, 
already preaching the obsolescence of metal cans, 
will pummel the oil industry with more and more 
exotic entries. Meanwhile the steel and aluminum 
industries are locked in a “knock-down and drag- 
out” battle for the multimillion-dollar motor-oil 
packaging budget. 

“Cans used to be 3¢ apiece,” says one industry 
packaging director. “But now they’re 5.2¢ each. 
The oil price is generally the same, but the cost 
of the container has cut into the profit. The only 
real answer so far is higher speeds in packaging 
equipment—and this means an outlay of more 
capital. Right now we’re interested in anything 
that will reduce our costs.” 


It was this interest that made the oil industry 
a pioneer in the use of aluminum cans when the 
container made its debut a few years ago. The 


price of the actual can was held down to the point 
where it was competitive with steel. Kaiser, Alcoa, 
and Reynolds pointed out the shipping-weight sav- 
ings (aluminum weights a third as much as steel). 

To keep the can price down, Alcoa and Kaiser 
set up special “commodity pricing,” subsidizing 
aluminum 32¢-33¢ a pound. Can manufacturers 
and aluminum companies agreed not to boost their 
prices through 1960. Reynolds set up a salvage 
arrangement, including a specially designed air- 
pressure crusher. But as dealers balked at sorting 
and storing the aluminum cans, the reclaiming deal 
fell through. (Some dealers in St. Louis and New 
York are now racking up a handsome profit selling 
the aluminum salvage directly to local junk dealers.) 

From an output of 30-million cans in 1958, 
aluminum cans soared to 200-million last year, 
offering the aluminum industry a solution to its 
over-capacity production. 


Why Use Aluminum? 


Practically all major oil companies are now 
using aluminum cans to some degree. Have they 
saved money? 











The All-Pac machine, pictured here with a filler in the background, turns out 60-300 plastic containers per minute 
depending on shape. The inset shows a quart motor-oil package (with teartape) being tested by British Petroleum 
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Merchandising 





for Motor Oil 


One reports that it is buying aluminum cans 
at a lower price than they pay for steel cans. The 
freight weight reflects a saving. 

Still another saving has materialized in the 
lithographing of the cans. By utilizing the silvery 
color of the can itself, several companies have 
been able to drop one or more colors in the 
printing, saving the cost of the enamel, plus one 
run-through. Saving: about 90¢ per 1,000 cans. 

Early problems encountered with the aluminum 
cans centered around leakage (aluminum can’t be 
soldered, it’s closed with a thermo-cement) and 
denting. Using companies report that the leakage 
has been greatly reduced. The denting is still a 
difficulty, but as one marketer says, “All you do 
is turn the dent away so it doesn’t show in the 
display.” And dealers have learned to be more 
careful. 

One answer to the denting may lie in a hybrid 
can being tested by several companies. Here the 
sides are made of conventional steel for strength, 
but the top and bottom are of aluminum to reduce 
weight. There’s no need to reset line machinery. 
An extra in this idea is that the top and bottom 
remain unprinted, making them ideal for salvage. 
The lithographed aluminum sides are, of course, 


more difficult to salvage since the ink must be New ‘Ferrolite’ steel can is half the weight of a con- 
burned off. ventional can, will compete with aluminum 


= 


H re are some of the shapes produced on the All-Pac former. The Foil and paper laminated carton offered to oil 
firm is working on a design for Standard of California packagers is similar to frozen-fruit packages 
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So, the aluminum cans offered several advan- 
tages over the conventional steel ones: 

@ They were economical in shipping weight 
(saving about 3-lb. per full carton). 

e@ They would not rust in outdoor displays. 
_ @ The metal color was attractive enough to 
improve label design or to be used in place of a 
color. 

@ The cans are easy to crush. 

Main disadvantage is denting. 


Steel’s New Entry 


The steel industry, jogging along at about half 
its capacity, was jolted by the increasing slice of 
can sales going to aluminum (9% of steel output 
is for cans). The answer lay in development of a 
new lightweight steel plate, U. S. Steel’s Ferrolite. 
Why use the new lightweight steel? Weight is 
the selling point, and price. The Ferrolite cans are 
tentatively priced at $49 per 1,000, compared with 
$50 for aluminum and conventional steel. Claims 
of rigidity and strength have been made, too. 
Several majors are now testing the lightweight 
steel can, but are moving cautiously, curious about 
what counter moves may be made by the aluminum 
companies. And several other steel companies have 
indicated they will soon follow U. S. Steel’s lead 
in producing a lightweight, low-cost steel for cans. 
While the struggle continues between the metal 
suppliers, plastic and paper companies have been 
putting in long hard hours at the drawing board 
irying to come up with an entry of their own. 


The Promise of Plastics 


“Metal cans are on the way out. They’ve reached 
their ultimate development. To trim packaging 
costs, plastic or paper are the only answer,” says 
one plastic container manufacturer. 

Despite their slams at the metal packages and 
the encouragement they get from the oil industry, 
the plastic and paper package people are still in 
the testing stages. The packages are there, but 
there seems to be a problem in getting equipment 
up to par. 

Take All-Pac, a system being marketed in the 
U. S. by Leedpak, a New York City firm. Plastic 
rolls feed 10-15-gauge plastic into a machine 
which molds bottles, cartons, jars, vials, pouches 
in a variety of shapes and sizes. Among materials 
used so far: polyvinyl chloride, polyethylene, poly- 
propelene, nylon, acetate, polystyrene. 

The plastic can be preprinted by conventional 
lithographic processes. Estimated cost per 1,000 
cans (including lithography) is about $40.50. 

What are the advantages? According to Leed- 
pak, they are these: 

e Using plastic in roll form eliminates large 
storage, does away with freight costs on shipping 
empty cans. 


e@ The plastic container weighs 1/10 that of a 
conventional steel can. 

e@ The container may be made in any shape, 
any size up to 1-qt. 

e The forming machine is compact in com- 
parison with conventional canning lines. It need 
only be attached to a filler. 

The machine is now capable of producing 60- 
300 packages per minute. Only one prototype 
model is in this country. When they are perfected, 
they will probably be leased rather than sold. 

Leedpak suggests that the machines might be 
installed in bulk plants, enabling companies to 
do their motor-oil packaging closer to the point 
of sale, cutting shipping costs. At this level, high 
speed would not be so important a factor. 

Leedpak is currently designing a container for 
Standard of California. In Britain, British Petro- 
leum is already testing packages produced on a 
prototype machine they purchased directly from 
the Swiss manufacturers. The BP package is an 
elongated, four-sided pyramid with a tear-tape 
opener. 

Plastic packagers are working on an advantage 
they hold over metal companies. They are trying 
to make use of olefins in their packages for the 
oil industry, the angle being that this way the 
industry could utilize its own byproducts. 


Packages to Watch 


Activity in research and development is hot 
among plastic and paper outfits from coast to coast. 
To touch on a few: 

e American Can Co. is testing a polyethylene 
bag inside a spiral-wound paper container with 
metal ends. It’s priced at about $38 per 1,000 
cans, but is admittedly not as durable as a full 
metal container. Several oil companies are testing it. 

e@ Standard Packaging is experimenting with a 
plastic-coated paperboard container similar to milk 
cartons. 

e Filmed Fabrics Co. is working out a deal with 
“a large southern Indiana mail-order house that 
sells over 30-million quarts of oil annually.” The 
pint package, made of polyethylene and saran, 
would be priced at about 2¢. 

e Alcoa is working on a can that has a paper- 
board and aluminum-foil body. It’s lightweight, 
coming to about 2714 Ib. per 1,000 cans (alum- 
inum is 31 Ib.). The can has a tear-strip opener. 

e Fibreboard Paper Products Corp. offers two 
entries. One is a 5-gal. container consisting of a 
square carton with a plastic-bag liner (Fibre-Flo). 
The other is a laminated paperboard and foil carton 
holding 1 qt. (Fibrematic). 

Oil packagers are watching the plastic and paper 
industries carefully as they try to solve the three 
big drawbacks in nonmetal packages: sealing, high- 
speed filling, and durability. 
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Designs Sell Product—and Company 


Today's trend: Majors are demanding a package design that forms 
part of an over-all company image extending from uniforms to trucks 


COW HO NEEDS an expensive or fancy-looking 

can for motor oil? The motorist doesn’t 
see it. He just drives in and says ‘put in a quart 
of oil!’ ” This is one marketer’s comment. But major 
companies continue to redesign their motor-oil 
packages, many for consumer appeal. 

The professional designers are quick to answer: 

“I agree that the customer is not influenced 
greatly by the design of the can. But it’s part of 
the corporate identity. Everything in the station 
reflects the image of the company. The package 
is an integral part of this image,” says Charles E. 
Finsilver, vice president of Lippincott and Mar- 
gulies, industrial designers. 

A Raymond Loewy spokesman says: “The pack- 
age is part of the station design. And simple label- 
ing is not good enough.” 

The phrase “corporate identity” is a key expres- 
sion in the vocabulary of today’s designers of oil 
packages. The trend is toward a bright, attractive 
package which ties in directly with everything from 
station paint-job to attendant’s uniform. 

“Oil-industry packaging isn’t competitive like 
food packaging,” admits a designer. “But the pack- 
age should appeal to the attendant and to the 
purchasing agent—both conditioned by consumer 
design. It must be attractive in the mass displays 
used in every station. It must be attractive to be 


Shell ‘corporate image’ design by Loewy reveals an over- 
all motif that ranges from cans to tank wagons 


UNIQ any 


Sharp new designs on farm cooperative packages make Different products, but obviously the same brand. Note 
them acceptable in urban as well as farm markets wave design on marine oil, airfoils on aviation oil 
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Simpler design avoie 
cluttered look in 
mass display 


-— Can plate shows through, 
adding metallic frame 


Printed label — easier 
to read than embossed 


X-shape of shield 
is sharpened 
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‘Handstamped’ 


look for premium label 


New ‘cleaner’ trademark on controlled askegeownd 


pictured in an ad or merchandised properly.” 

Lippincott and Margulies, now working on de- 
sign programs for four different majors, points to 
its Phillips “new look” as an example of how they 
feel a good motor-oil can should look. 

“Usually when a new oil comes out, there’s no 
big change. The current vogue in lettering is fol- 
lowed. If there’s a design trend among other oil 
companies, it is often followed. Each can has a 
different look. The over-all company is the same, 
but each can offers a different communication. The 
idea is to make them all part of the company image, 
but with enough distinction so that they can be 
told apart. That’s what we’ve accomplished with 
Phillips.” 

Says Loewy, “Our new Shell design is brighter. 
It is simpler so that it avoids a cluttered look in 
mass displays. And it blends with the over-all de- 
sign program.” 

Loewy also reports an apparent trend in its 
redesign of packages for farm cooperatives in the 
Midwest. The new packages are brighter, more 
sophisticated. They take away the “farm products’ 
look and make the products more acceptable and 
appealing to people in urban areas.” 

Many new package designs reflect a strong 


‘One of our problems here was to retain the 
red and yellow established as a Shell trade- 
mark. We made them purer, moved them 
farther apart on the color wheel so they didn’t 
blend into an orange. We simplified the can. 
The same colors—simply reversed on the pre- 
mium—gave us similarity. The new cans show 
up better in black and white, too—important 
for television and newspaper advertising.’ 








are Tr RATS AY VEEL 


feminine appeal. Is this a deliberate effort to in- 
fluence women buyers? No, say designers, the new 
designs are directed at the consumer in general. 
But women account for the larger part of the pub- 
lic, so it’s natural that their tastes would affect 
design standards. 


Designers find colors a challenge in dealing with 
oil packaging. Most admit that red, white, and 
blue are best simply because they have been used 
so long that the consumer automatically associates 
them with oil. 


Generally, they agree that white is a good color. 
“It stands for quality and purity.” They argue 
that cleanliness is not a major problem since the 
oil is sold quickly. 

Metallic colors are used increasingly for pre- 
mium oils. Metal cans offer an advantage here when 
the plate shows through the lithography. 
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Five Twists in Oil-Product Packaging 
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Pint-size transmission-fluid container cuts waste for Multipacks for outboard motor oil are a growing 
consumer and attendant—it holds just enough trend. Other specialty products haven’t followed 


This sample of industrial lubricant proved so pop- A built-in applicator brush, kept dry in a well, is 
ular that the company introduced a consumer size the convenience feature of this package 


Messages on can bottoms jog the memory of the attendant watching oil drain into the engine 
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SAYS“ (ST0°) HERE... 


ADJUSTABLE POLE ADAPTORS 


Threaded on Top 
for Auxiliar 2 
Lighting. e. 





Weight of Luminaire is Rigidly Sup- 
ported by Sturdy Load Bearing — oe 
Hub Supports. n 


— 


i 
wee y 
Wireway Access 
Door for Easier Wiring 


Double Model >. 


No. 1712 
4 
J a é 
Each Arm aa 
Individually } 
Adjustable ; 


COMPCO 
CORPORATION 
1800 N. Spaulding * Chicago 47, Illinois 





FOR SERVICE” 


COMPCO 
CANTILEVER 
LIGHTS 


ALL ALUMINUM CONSTRUCTION 


e Do make sales... because they 
focus customer attention on 
your station and create traffic. 


e Do give more light... because 
Compco engineered luminaire 
design offers more powerful and 
better light over wider areas. 


e Do offer maximum versatility 
and economy. Can be used for 
island, perimeter and approach 
lighting. 


Merchandising 














Where you may see the "snowy heights of honor” 


fe car yth se how 


Sinclair 
A Great Name nm Ow 


2 mae) sapwn 


lt 
Magazine ad is forerunner of oil's par- 
ticipation in 1961 Civil War centennial 


Oil Plans Ad Tie-In 
with Civil War Fete 


BATTLE PLANS are now being made 
for industry participation in the 100th 
anniversary of the Civil War next year. 
Practically all majors have shown an 
interest in using the centennial as an 
advertising or promotional angle. See- 
ing it as a spur to pleasure driving. 

A few with strong Southern markets 
have questioned the taste of cashing 
in on the celebration. 

First major to actually move in on 
the coming celebration is Sinclair, 
which recently began a series of insti- 
tutional ads depicting famous Civil 
War battles. Says Reynolds Girdler, 
vice president of advertising and pub- 
lic relations, “This celebration is the 
biggest boom to gasoline consumption 
this industry has had in years.” Sin- 
clair’s ad series will continue through 
1961. 

Reported to be readying road maps 
showing historic Civil War sights: 
Shell, Esso, Cities Service, Gulf, Rich- 
field, Pure, and Texaco. Promotions 
will range from national to regional. 

Interested but still undecided on 
their campaigns: Standard of Califor- 
nia, Tidewater, Mobil, and American 
Oil. 

In addition to maps, some com- 
panies have shown an interest in pre- 
miums, calendars, setting up special 
programs in tourist bureaus, and as- 
sisting in educational efforts. 

Companies desiring official coopera- 
tion in the centennial can write: The 
Civil War Centennial Commission, 700 
Jackson Place, NW, Washington, D.C. 
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FERRULE 1.0. AVAILABLE IN 
ANY DIMENSION within given 
range to accommodate odd 0.D.'s 
of hose—you are not limited to 
certain ferrule sizes. 


SERRATIONS ON FERRULE 
INTERIOR assure greater holding 
power, plus greater ‘‘end pull.’ 


HIGH TENSILE ALUMINUM 
ALLOY ferrule is 3 to 4 times 
stronger than thin drawn brass 

ferrules. 





-FLOW 
1.D. and 
nt 





REVERSE END SERRATION 


emul iil miei 


0% LI 


POSITIVE LOCKING 
SHOULDER prevents 
‘ferrule pull back.”* 


MATING SPLINES on body 
and ferrule lock together 
permanently during expansion 
—wrench can be applied 
anywhere on ferrule... 
ferrule can’t twist. 


Now! A lighter, stronger coupling for dozens of 
fuel-handling applications calling for permanently- 
attached couplings. 


Strong? FEREX high-tensile aluminum ferrules 
are up to 400% stronger than thin drawn brass 
ferrules. 

Holding power? Tremendous! Cutaway shows the 


serrated ferrule gives gripping power unmatched 
by ordinary designs. 


Lighter? Up to 40% lighter than other makes! 
Easier, faster handling of hose assemblies. 


Available in a wide range of sizes from 114” through 
4”. Drop-forged brass bodies and swivels permit 
easy expansion and threading of mating parts. 


And the cost is low. Get the story on FEREX 
right away! 
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NO “FERRULE BULGE”’—no ‘‘flo 
back.” Rubber has area in which 
to flow when shank is expanded. 


FORGED BRASS BODY AND 
SWIVEL permit easy expansion 
and threading of mating parts. 


COUPLING SIZE AND FERRUL_ 
1.0. are permanently stamped on 
ferrule for future reference. 


SPANNER WRENCH SLOTS 
run full length of ferrule and 
swivel—wrench can be applied 
at any point to permit maximum of ferrule will not cut into 
torque. Flats permit use of hose when coiled over 

other types of wrenches. hose reel. 


ROUNDED OUTER EDGE 


Permanently attached couplings with 
tremendous holding power for fuel oil 
and aviation tank trucks, gasoline 
tank trucks, tank cars, jet hydrant 

fueling, LPG hose, etc. 


AKRON fe\ 
COUPLINGS 


DIVISION OF AKRON BRASS MFG. CO, WOOSTER, OHIO 





U.S. ROYAL WIRE-BRAIDED GASOLINE PUMP HOSE 





in proof-of-performance test 


dramatically outlasts conventional hose 


eww 
Truck Stop 


a 


es 


Employee C. W. Brewer, Jr. gasses motor powering the refrigerator unit on this 
reefer truck, demonstrating why pumps must use 18’ lines. 


James W. Harper is manager of Interstate Truck Termi- 
nal (Ulmer, S. C.). The place boils with activity 24 
hours a day, 7 days a week. More than 50,000 trucks 
and 20,000 passenger cars a year are fueled. Some of 
the busiest pumps have served 50 trucks in a 24-hour 
period. 

“This hose stands up under the most severe type of 
service. Trucks run over it and there is constant abrasion 
and squeezing, but there is no leakage. Although the 
hose we've used in the past lasted only 6 weeks, U.S. 


Royal Wire-braided Gasoline Hose has lasted 7 months 
so far and is still as sturdy as ever.” This kind of 
service under these conditions explains why U.S. Royal 
Gasoline Hose outlasts, outperforms and lowers operat- 
ing expenses. You can't beat the “U.S.” special construc- 
tion features. Approved by Underwriters Laboratories. 
. e e 
WHEN YOU THINK OF MARKETING HOSE, THINK OF 
YOUR “U.S.” OIL EQUIPMENT JOBBER. HE HAS A 
SUPERIOR HOSE FOR EVERY MARKETING NEED. 
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Big 12-pump gas station (one of the busiest 
inthe East) fuels Over 70,000 vehicles a 
year with U.S. Royal Gasoline Hose 


ee 
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Interstate Truck Terminal, Ulmer, S$. C. This station has 12 
pumps. Restaurant and store are in background; shower, 
sleeping quarters, lounge and barbershop for truck drivers 
are in area at right. Photo shows five trucks and one passen- 
ger car being serviced at one time. 





NERGEE 


WESEL 


Attendant fills truck tank with U.S. Royal Hose. 
Note extreme flexibility and ease of handling. 

at left) Station Manager James Harper shows how 
previous hose at left was flattened and cut when 
truck ran over it. U.S. Rubber hose at right, which 


has been run over repeatedly, still remains in 
perfect shape. 


, ares: xe SEE “US” AT BOOTH 25 NAOEJ CONV. OCTOBER 16-18 
Mechanical Goods Division Don’t miss U. S. Royaline Breakfast, 7:15 to 9:15 A.M., Oct. 17 


United States Rubber 


WORLD'S LARGEST MANUFACTURER OF INDUSTRIAL RUBBER PRODUCTS 


Rockefeller Center, New York 20, N.Y. In Canada: Dominion Rubber Company, Ltd. 
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MAKE YOUR MOVE 


Here’s why it makes dollars and sense for you 
to make the move to Valvoline... 


V You get the help of a bright new package, 
designed for attention, impact and sales. 


V You get the help of miracle Chemaloy ... a 
development of advanced research that makes 
Valvoline the world’s most modern motor oil. 


V You get national magazine advertising, with 

full-color ads in Saturday Evening Post, News- 
week, Sports Illustrated and Sports Cars Illus- 
trated .. . more than 140 million advertisement 
exposures! 





QUAL 
Now...with miracle CHEMALOY 


V You get point-of-sale help. Valvoline supplies 
you with sales aids of all kinds . . . designed to 
catch the customer’s eye and put extra profit 
in your pocket! 


Write, wire or call Valvoline today for all details 
on how you can cash in! 


<1 Tre Lite in Outer sos 
ee) od ©) a BA HE SEARCH BEGINS 


eas ILLUSTRATED 


VALVOLINE OIL COMPANY e Refinery—Freedom, Pennsylvania e Home Office—Ashland, Kentucky 
Division of Ashland Oil & Refining Company 
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UNIFORM SHOWN: 65% “DACRON” POLYESTER FIBER, 35% RAYON .. . JACKET SHOWN: SHELL, 65% “DACRON” POLYESTER FIBER, 35% RAYON .. . INSULATED 100% WITH “DACRON” POLYESTER FIBERFILL. 


Aggy? 
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“DAGRON’...FOR UNIFORMS THAT BUILD SALES! 


Handsome, durable, stay-neat uniforms containing “Dacron" 
build prestige for your station, save you money, too! 


Mobil Oil Company puts its best “‘look”’ forward—with 
neat, smartly dressed salesmen wearing light, comfortable 
uniforms of “‘Dacron’’* polyester fiber and rayon. Wrin- 
kle-resistant, these uniforms really keep a press, look good 
all the time (even in the rain)! And in bad weather sales- 
men like the warm protection they get with uniform 


jackets of 16-ounce “‘Dacron’”’ and rayon, insulated with 
100% “‘Dacron”’ polyester fiberfill. ““‘Dacron”’ is so dura- 
ble, resists acid and abrasion so well, stays fresh so long, 
you can cut cleaning, pressing and replacement! Do as 


Mobil does—adopt the uniforms that 

build sales! See your supplier soon. 

*Du Pont’s registered trademark. Du Pont makes fibers, not fabrics or clothes. BETTER THINGS FOR BETTER LIVING 
... THROUGH CHEMISTRY 


UNITOG 
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and smart good looks. 


tailors uniform shown for long life 


2€6 y. 5s. Pat OFF 


DACRON’ 


POLYESTER FIBER 
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iB... Stations, Inc. being gasoline merchants at not too dear a 
price, beg leave to announce an event of extraordinary interest to 
residents of this and neghboring communities, and to all wayfarers 
whom good fortune may cause to be in our midst during these festivities 


GRAND OPENING 
CELEBA ATION 
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- - } The occasion being the grand opening of the new Pauley BLEND 
%. PRIZES & GIFTS 35}! 
| — 
«*% FUN & ATTRACTIONS -§. 
| -——-—-~ 
MILEAGE & & POWER 


gafoline filling station, the management promises to leave no stone 
unturned to provide as much gasety and gasoline of supenor quality 
as may be in demand, plus the thrilling (amd money-saving) 
expenence of buying gasoline from a mechanically marvelous pump 
which dispenses any of nine (nine, mind you) different BLENDS 


— 


of gasoline, as may be required to meet the exact needs of your 
motor car and thus avoid the wornsome and costly waste of old 
fashioned “service” stations where choice w limited to two or three 
a) with dhaappouiting results 
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Prototype station has three islands, with one regular 
and one blending pump on each. Canopy is supported 


Novel newspaper ad appears in towns where a new Pauley station 
opens. Schedule now calls for one new station every 10 days 


Here's Pauley's Crash Plan 


Pauley Petroleum, pioneer of offbeat oil marketing, is out to span 
the West Coast with high-volume branded stations. Here's how 


construction in Oildale, Sacramento, Coalinga, 
Wasco, Bakersfield, Fresno and Shafter—with a 
new station scheduled to open each 10 days. 


Headed by dynamic Edwin C, Pauley (see profile, 


e A new service station every 10 days. 

e A “college try” to stay out of trading stamps. 

e An ancient-looking advertisement plugging the 
“world’s most mediocre motor oil.” 


These are a few of the unusual angles marking 
Pauley Petroleum’s entry into gasoline retailing. 
A subsidiary, Pauley Stations Inc., has been formed 
after several months of testing pilot stations in 
central California. 

The test stations are located in Morro Bay, 
Ventura, and Atascadero. Stations are now under 


page 179), the subsidiary plans expansion south 
through Los Angeles, then north to Washington 
and Oregon. Backstopping Pauley is vice president 
of station operations, Joe W. Perry, former Han- 
cock Oil Co. executive. 

“This move brings the company to the status 
of a fully integrated independent,” says Pauley. 
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by a single upright on each island, giving maximum shade by day 
and light by night. Note ‘dog-house’ office on center island 


The firm currently operates a 4,000-b/d refinery 
at Newhall and has widespread exploration, drill- 
ing and crude production facilities in the U.S., 
Latin America, and the Near East. 

Each station will cost about $75,000 for land 
and improvements. Most sites (about three out of 
four) will be acquired through outright purchase. 

“The company is not negotiating the purchase 
of any existing stations, contrary to reports,” says 
Perry. “Nor are there at present any serious con- 
siderations toward such a goal. We think there 
are definite advantages in building from the ground 
up. Few existing stations meet our need for high- 
gallonage, high-efficiency stations.” 

Outlining operational policies, Perry lays down 
the law on trading stamps: “We're going to make 
a real college try to stay out of the stamp business.” 
He brings what promises to be a powerful new strik- 
ing force into the California stamp battle. 


4 
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Perry will concentrate on gasoline. “We are 
gasoline merchants and not mechanics, and cer- 
tainly not high-pressure salesmen. Whatever other 
items we offer will be a special ‘leader item’ for 
the purpose of building traffic at our pumps, ciza- 
rettes at cost, nylons for the ladies, beachballs for 
the kids. 

“If it’s something people want to buy, and if it’s 
something they can and will buy quicker and more 
conveniently and more economically from us while 
they’re filling up, then we'll take a crack at it. 
We've discovered that women particularly are in- 
trijued by the idea of having bulky or awkward- 
to handle items loaded into their trunks while 
they’re stopped for gas, fuel for the barbecue, 
chlorine for the pool, fertilizer. We have a con- 
tinuing program of merchandising research under 
way. 

“As retailers we intend to offer our customers 
the basic elements of good detailing: convenience, 
quality and low price.” : 

Pauley stations will hand'e only a few TBA 
items, such as wiper blades, fan belts, headlights, 
and a few batteries. They will be eavinned to do 
quick oil changes but will not handle lube work 
or tire mounting. 

Gasoline will be dispensed from (1) conventional 
Wayne computer blending pumps (regular) and 
(2) blending pumps dispensing nine grades at nine 
prices. Using the brand name Pauley Blend, the 
fuel will be priced in the range of local inde- 
pendents, but will have price increments of 1¢ 
between the first two grades and 2¢ between all 
others. 

Motor oil will be sold. Popular brands, Quaker 
State, and Penzoil, for example, will be sold at a 
20% discount. In addition, ads announce: “For 
clunkers, we feature the world’s most mediocre 
oil which is real cheap.” 

This offbeat advertising is in key with Pauley’s 
local radio, television, and newspaper ads. The 
newspaper ads, decorated with ornate old-time il- 
lustrations, announce: “Pauley Stations Inc., being 
gasoline merchants at not too dear a price, beg 
leave to announce an event of extraordinary in- 
terest to residents of this and neighboring com- 
munities, and to all wayfarers when good fortune 
may cause to be in our midst during these festivi- 
ties.” 

The “event of extraordinary interest,” of course, 
is the opening of another Pauley Station. The ad 
also mentions the station’s check-cashing service, 
sale of cigarettes at $2.20 a carton, the honoring 
of all approved credit cards, a giveaway of 24%2-lb. 
chickens to motorists who spend over $2 at the 
station. 

Sales slogans are parodies of some well-known 
competitive claims: “Pauley takes better care of 
your money,” or “The most powerful savings your 
car can use.” 

Agency for the new company is McNeill, Mc- 
Clerry & Cochran of Los Angeles. ia 
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Phono-Record Promotion Aims at Band Fans 


Kaud-music record and plastic wrecker truck both offer 
strong corporate-image tie-in for Cities Service 


CITIES SERVICE, apparently undaunted by the 
less-than-gleeful reports of past similar promotions, 
this month launches a marketwide phonograph- 
record promotion. Selling for 99¢, the record is 
a long-playing special pressing of band music by 
Paul Lavalle, for many years a Cities Service 
network radio property. 

The promotion comes soon after the major’s 
marketing divisions successfully distributed half 
a million popular recordings at a special price of 
66¢. The albums were stocked at the stations, “so 
that means we had 500,000 people come into the 
stations,” says Cities Service. Sales are said to have 
increased more than seasonally. 

Why a record promotion when earlier ones by 
Sinclair and Texaco reportedly proved unsuccess- 
ful? “The other promotions were aimed at build- 


Midget Station 
Serves Moppets 


A SCALED-DOWN service station (right) caters 
to the yoyo and pogostick set. Marvane Oil Co., a 
Marathon jobber, built the station in Kiddieland 
Park in Kalamazoo, Mich. It’s the center of a con- 
cession that rents midget gasoline-powered cars to 
children eight and over. 

“We know the persuasive selling power of most 
youngsters with their parents and friends,” says D. 
A. Jamieson, co-owner of Marvane. “All of us feel 
this will help our Marathon dealers get new cus- 
tomers in their stations. This station cost us about 
$1,800. It will be there six years. It’s better than 
a billboard and in the long run won’t cost as much.” 


100 


ing mass traffic. Ours isn’t. It’s aimed at a specific 
audience—the large number of band-music enthu- 
siasts, particularly in families,” says Ray Keck, 
advertising and promotion manager. 

“The others had no company tie-in. With this 
record there is a definite tie-in. Paul Lavalle and 
his ‘Band of America’ have been associated with 
Cities Service for years.” 

Cities Service owns the rights to the selections 
and arrangements Lavalle plays on the record. 
Made by RCA, the disc will be mentioned in a 
full-color spread in the Saturday Evening Post this 
month. Radio spots, mailers, point of sale material, 
and taxi posters will be used to plug the premium 
in all markets. Newspaper advertising is available 
to dealers on a cooperative basis. A few high-vol- 
ume stations will stock the records, but most will 
be ordered by mail. 

In preparation for the Christmas season, Cities 
Service dealers have been offered two toy items: 
a plastic wrecker-truck marked with the company’s 
trade name and colors, and a four-car Lionel 
freight train. 

The wrecker, offered to dealers at $1.83, is 
made by Ideal Toys. The arrangement is similar 
to one Cities Service has with Lionel, putting the 
oil company’s name on toy railroad tank cars 
(NPN—June ’60, p132). Ideal guarantees to sell 
100,000 wreckers with Cities Service markings (in 
addition to 5,000 initially purchased by the oil 
company). Cities Service pays the toy company to 
have the emblem used. 

The train set, available at $19.18, includes the 
company-marked tank car. The major suggests 
that dealers use the train set as a prize, display, 
or gift to a school or institution. 


This miniature Marathon station is the center of a 
midget-auto ride in a Michigan amusement park 
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open your doors to MORE 


All fixtures used in 
this progressive new 
station are W hiteway’'s 
versatile Wing Lume 

. at the entrances 

. over the pumps 
. .. and parking area. 
Pole at driveway en- 
trance is a new 16° 
Whiteway RED- 
STONE. 


Island area, parking 
area lights use W hite- 
way's 12’ TSP pole. 


WING LUME fix- 
tures are available 
open or closed in 4, 
6 or 8 lengths, with 
4 or 6 800 and 1000 
MA High Output or 
Power Groove lamps. 





INEXPENSIVE © EFFICIENT = 


For increased patronage and PROFITS, at 
low operating cost, draw the public thru your 
driveway entrance “doors” with dynamic, 
efficient light from WHITEWAY’S WING 
LUME fixtures atop the sleek, modern 
WHITEWAY REDSTONE poles. Use the 
same handsome fixtures with the WHITE- 
WAY TSP poles to make buildings, islands, 
areaways and parking spots glow with invit- 


WING LUMES! 


VERSATILE * HARMONIOUS 


ing, efficient, profit-making light that cus- 
tomers like. 

Completely versatile . . . applicable to ANY 
location . . . adjustable in any direction, hori- 
zontally, vertically and laterally. Combined 
with the many WHITEWAY “original” poles 
now available, they enable you to light 
sharply, clearly and dramatically at low cost. 
Write for the complete WING LUME story. 


Tf ct's new tn outdoor lighting, c's usually a Whiteway! 


WHITEWAY MFG. CO. 


REGIONAL OFFICES 


@ CINCINNATI, OHIO, BRAMBLE 1-2760 @ DEN- 
TABOR 5-7205 @ MIAMI, 
CANAL 1-8869 @® MOUNTAIN LAKES, “ 
DEERFIELD 4-2566 @ CHARLOTTE, N. C., EDISON 
3-7137 @ ATLANTA, GA., TRINITY 6-8638 


VER, COLO., 


WITH DISTRIBUTORS 
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e 1736 DREMAN AVE. 


¢ CINCINNATI 23, OHIO 


AREA OFFICES 
@ CHICAGO, ILL., HARRISON 7-2718 © TULSA, 
OKLA., LUTHER 5-5955 @ LOS ANGELES, CAL., 
LUDLOW 8-1281 @ KANSAS CITY, MO., JACKSON 
3-1544 @ ROYAL OAK, MICH., LINCOLN 6-9762 
@ CLEVELAND, OHIO, MAIN 1-7151 


FLA., 
N. J 


IN EVERY MAJOR CITY IN THE UNITED STATES 
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Gets 'em out of their cars 
... for greater accessory sales...the 


24° ROYAL ELECTRIC 
SHOEMASTER 


rr Ss 
ccasens SERQS 


with ANY 12 Purolator filters of their choice! 


Here's the complete 
TRAFFIC BUILDER package 





1. ROYAL ELECTRIC SHOEMASTER, 
with black polish, brown polish and two buffers. 


Wile 


“ELECTRIC SHOE- 























2. Window display builds traffic in dealer's office. 3. Wall Poster—to be mounted 4. ‘Free Shoeshine” pocket 
directly over machine. Lists protector —dealer wears it 
simple SHOEMASTER in- on the island to get cus- 
structions. tomers out of their cars. 


DEALERS PAY ONLY $8.95 WITH ANY 12 PUROLATOR FILTERS! 
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ee a 4 i i? = - DEALERS ASKED FOR! 


Another first from Purolator 








@ A ‘‘free shoeshine’’ gets customers out @ Dealers can order as many Royal @ What a buy! Not $24.50. But only 
of their cars. Gives your dealers addi- Electric Shoemasters as they wish $8.95 ... with any 12 Purolator 
tional opportunities to sell oil and filter —for home...as an employee filters dealers feel they can sell 
changes . . . lets your dealers ask about incentive .. . for unusual, exciting fastest. Order these fast-moving 
all their customers’ automotive needs. Christmas gifts. Traffic Builders while supply lasts. 


Offer expires October 31, 1960 


The Standard Equipment Line 


PUROLATOR 


OIL, AIR & FUEL FILTERS 


**Purolator’’ Reg. U.S. Pat. Off. 


PUROLATOR PRODUCTS INC., Rahway, N. J.; Toronto, Ontario, Canada 
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PROVED 
TOP CHOICE 
FOR LOW OVERHEAD | 
DELIVERIES 


FIRESTONE, THE LOW-COST-PER-MILE TIRE FOR ON-TIME PETROLEUM DELIVERIES! 


Firestone tires’ low-cost-per-mile is reflected in performance records of 
thousands of trucks across the country. That’s because 425,000,000 tire miles 
a year in Firestone’s own tire testing program prove Firestone truck tires i 
are your best buy! This vast tire testing program resulted in Firestone 
Rubber-X, the longest-wearing rubber ever used in Firestone truck tires. 
It also resulted in Firestone Shock-Fortified cord which means extra miles 
of service out of every tire. Get performance proved Firestone truck tires, 
on convenient terms if you wish, at your nearby Firestone Dealer or Store. 


Firestone 


BETTER RUBBER FROM START TO FINISH ~~~} 
i . 


Copyright 1960, The Firestone Tire & Rubber Company 











TRANSPORT* ALL TRACTION* 
*FIRESTONE T.M. 
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Controlled Contact 
TWO-POST Lit T 


with full adjustability 





Enables the dealer to handle more 
automotive services easier and 
faster, thereby increasing profits. 


Provides flexibility that will han- Leaves ample space to work with- 
dle small and large automobiles out obstruction while performing 
with simple, rapid adjustments. service and mechanical work. 


The new U.S. MODEL STP-1 isa 

modern lift for modern vehicles. : | ~~ 

The easily operated front piston ;i ; Picks up automobiles 
‘with adjustable saddle enables this F : and light trucks 
liff to handle various size automo- . | : 2 at contact points 
bilés Gnd light trucks with simple, fi 1 recommended by the 
rapid adjustments. : manufacturer. 








Front saddle adjustoble “4. ee 4 Front post travels on roller bearing carriage, guided in 
from 24% to 51% and ihe extra heavy steel channels for easy and fast movement. 
int 


b EN 





~ Controls near the adjustable front 
_ post are convenient for the operator. 

The front piston is easily moved by a 

g lifting point on vehicle. 


2 Peavcevses & f a 


THE UNITED STATES AIR COMPRESSOR COMPANY 
5300 Harvard Avenue , Ol [=3'7=) F- lale mts mm @lalle) 


Pi: ae ¥ 


















Revere 9900 Series Area-Lite attracts customers, 
makes it easy for attendants to service cars. 


win mounting arm 


1¢ / 
fixed at 15° angle 


i Single pole top ~~ - 
adjustable 
e Twin pole top 
: fitter, adjustable 


Adjustment features and variety of fittings 
make many mounting arrangements possible. 


Versatile, rugged new Revere 9900 Series Area-Lite 
features striking wrap-around design, provides high-level light 


Efficient lighting—The Revere 9900 Series Area-Lite 
is available in four-lamp or six-lamp models each for 
96” or 72” HO, VHO, SHO or Power Groove lamps. 
Its highly efficient design assures maximum light 
level and efficient distribution. An outstanding fea- 
ture is the “wrap-around” design — the diffuser 
surface is evenly lighted over its entire area. There’s 
no center shadow as in other luminaires where the 
light source is “split down the middle.” 


Versatile mounting arrangement—Design of the 9900 
Series Area-Lite in end-mounting or center-mount- 
ing luminaire styles, together with the choice of 
brackets and pole top fitters makes possible many 
mounting arrangements. Center-mounting 9900 
Series Area-Lites are particularly suitable for use 
as high mounting floodlights for service station 


entrances, perimeter or service areas. End-mounting 
units in single, twin, or triple arrangements make 
strikingly attractive island lighters, and are equally 
suitable for lighting approaches and service areas. 

All end-mounting arrangements (except with “Y” 
bracket, fixed at 15°) permit adjustment of angle, 
tilt and rotation. Poles offered include both heavy 
duty and extra heavy duty tapered square rigid poles 
in 12, 14, or 16-foot heights. 


Rugged, easy to install—9900 Series Area-Lites fea- 
ture premium construction, with extensive use of 
extrusions and die castings. A 29-inch length of 
standard 2-inch pipe runs through the reinforced 
steel center structure for utmost strength. Pole-top 
fitters have a wiring chamber, making installation 
quick and easy. Area-Lite is UL listed. 


For complete information, write for 9900 Series Area-Lite bulletin. 


OUTDOOR LIGHTING 





Revere Electric Mfg. Co. 








e 7420 Lehigh Avenue © Chicago 48, Illinois (In suburban Niles) 


Long Distance Phone: Niles 7-6060 ¢ Chicago Phone: SPring 4-1200 ¢ Telegrams: WUX Niles 
In Canada: Curtis Lighting, Ltd., Leaside, Toronto, Ontario 
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CERTIFIED DEALER 


Qherranteed \GNITION 


A complete tune-up manual 
... pictures show you how! 


Outside metal sign... 
certifies your shop! 


= ~ 
Continuing program 
keeps you informed! 


Outside banner...a 
real sales-starter! 


WLY °346” FOR ALL THIS 


... parts, testing equipment, step-by-step tune-up guide, merchandising— 
ALL THIS gets you into major ignition service IMMEDIATELY! 


Only $346.15* sets up your shop to handle the 8 out of 
every 10 vehicles requiring ignition service! 

The NIEHOFF MAJOR equips you with everything you 
need for major ignition tune-ups . 


. . lets you earn as 
you learn, Contains point sets, condensers, rotors, dis- 
tributor caps, brush sets, regulators, coils and switches 
—all in a sturdy merchandising cabinet. 

Necessary service-proved testing equipment is in- 
cluded, too—Voltage Regulator Tester, Tachometer, 
Dwell Meter, Compression Gauge, Distributor Wrench, 
Point Gap Setter, Timing Light and Remote Control 
Switch. 

Add the industry’s simplest know-how and show-how 
guide—ABC OF MOTOR TUNE-UP. It’s simple, basic . . . 


details tune-up procedures... and it’s packed with easy- 
to-follow pictures. NIEHOFF helps you sell your service 
with banners, posters, decals, signs, charts, manuals, 
catalogs, and bulletins. 

Buy NIEHOFF today! Ask your jobber for details on 
NIEHOFF’S exclusive parts and equipment assortments or 
write NIEHOFF today! 


*Price subject to change without notice. 


NIEROFF 


AUTOMOTIVE PRODUCTS 


Cc. E. NIEHOFF & CO. « 4925 W. Lawrence Ave., Chicago 30, Ill. Branch: 1330 Olympic Blvd., Los Angeles 15, Calif. 


Ignition parts for cars, trucks, tractors, industrial equipment, small engines, foreign cars Ignition Testing Equipment ¢ Hydraulic Brake Parts 











Attendant at pump island shoots credit-cards, work orders to cashier by pneumatic tube, talks to cashier by speaker system 


New Twists in Speed-'em-up 


This Fina outlet features production-line car wash, pneumatic tube 


at pump island for fast handling of credit-card sales, work orders 


EWEST SERVICE STATION flying American 

Petrofina’s flag has a pneumatic-tube system 

for handling credit card sales and work orders. 

Designed to give rapid car-washing and minor 

mechanical repairs, the prototype station is the 

Ranger No. 1 at 2420 South Zangs Boulevard in 
Dallas, opened in mid-August. 

When a car pulls up to the gas pumps the at- 
tendant takes the credit card and sends it by 
pneumatic tube to a central cashier. The amount 
of the charges is relayed by a speaker system. The 
cashier can return the card and sales slip in less 
time than it takes to replace the gas tank cap, 
says Fina, 

The car-washing service is expected to be a 
profit-maker not only in itself but also as a traffic 
booster. 7 


“The Ranger station can deliver more service 
than motorists have been led to expect,” accord- 
ing to J. M. Shea, Fina marketing vice president. 
“We believe car owners will be attracted by the 
offer of production-line car-washing and cleaning, 
mechanical inspection, and service, and will be- 
come repeat customers immediately.” 

The station, including a 30,800-sq.-ft. site, cost 
$175,000. Three separate buildings, with 4,500 
sq. ft. of floor space, were coordinated into one 
unit containing the car-wash unit, mechanical repair 
space, and a waiting room. There are four gaso- 
line pumps on canopied islands. 


The coral, beige, and white building is Cali- 
fornia modern with exterior A-frame supports. 
It was prefabricated by Calcor Inc. of Huntington 
Park, Calif. It has a year-round air conditioned 
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Ideas in Stations 





eo 


Supplied by American Petrofina, Ranger Station No. 1 cost $175,000, has car wash, mechanical-repair space, waiting room 


Car Service 


waiting room with piped-in music and floor-to- 
ceiling windows overlooking an attractively land- 
scaped patio. 

There’s parking space for 30 cars, and the 
wash line can hold another 30. The rapid-wash 
facility is designed to handle a maximum of 120 
cars per hour. 

Management anticipates a 60,000-gal. monthly 
volume in a neighborhood where 40,000 gal. has 
been considered maximum. 

The company expects this pilot operation to pay 
out in five years. Depending upon acceptance, it’s 
exploring two ways to build more of the stations: 
a franchise operation providing station facilities 
and management counsel, and corporate expansion 
which would permit Ranger to build and operate 
stations itself. 

The Ranger No. 1 is owned by Kenneth Rich, 
co-owner of the Ken-Paul Special 1960 Indianapo- 


lis Speedway winner, and is serviced through Station offers production-line car-washing with speeds up 
Raney Oil Co., Fina jobber. * to 120 an hour. Fina expects this to boost gasoline sales 


October, 1960 +» NATIONAL PETROLEUM NEWS 109 











Sd kick k 


GREATEST 
SHOW ON 


WORTH!!! 


TOO OOO kk tok 

















cw @egveaoetwteeg®vr 


J) am mm 0 


THIS WAY 
TO THE TRUCKS 











1961 CHEVROLET 
STURDI-BILT TRUCKS! 
PROVED WORTH 
BECAUSE THEY WO 


A gigantic advance in trucking began just a year ago, when the first Torsion-Spring Chevy 
nosed out onto a highway. With a vastly different truck design, featuring torsion-bar inde- 
pendent suspension, this totally new Chevy did just about everything better. And it caught 
on fast. So fast, in fact, that already there are nearly 300,000 Torsion-Spring Chevies putting 
out this new kind of working ability on tough jobs all over America. Now, for 1961, Chevrolet 
introduces trucks with even more of the worth-more, work-more performance that’s won such 








wide owner acclaim over the past year. Even more strength, even more stamina—and an 





even wider range of models! 


MORE MODELS THAN EVER BEFORE! 189 models—work-proved 
dollar savers in every weight class! 1961 Chevies for 
every hauling chore in the book include three new long- 
wheelbase 4-wheel drive models, sturdy Stepside and 
Fleetside pickups, spacious panels, versatile Suburban 
Carryalls, handy Step-Vans and forward control chassis, 
tough chassis-cabs of all sizes, mountain-moving tan- 
dems. Somewhere in this long, long line is the one 
truck that makes the most sense on your job! 


OWNER-PROVED TORSION-SPRING RIDE! It puts an end to I-beam 
axle shimmy! Independently suspended front wheels 
step right over bumps, tough torsion-bar springs soak 
up jolts. New smoothness speeds up schedules, cuts 
truck wear and maintenance expense, reduces cargo 
damage and driver fatigue. Owners report that there’s 
never been anything like it for high-profit hauling! 


STRONG, ROOMY CABS THAT HELP BOOST YOUR WORK OUTPUT! 
Rangy drivers ride in comfort with extra hip room, 
leg room and head room. Seeing is safe and easy through 
a whopping big wraparound windshield. The seat’s a 
beauty, too—a full 5914” wide with a spring combina- 
tion inside that gives just the right support. (And for 
the last word in working comfort, special 6” foam 
rubber padding is optional at extra cost.) And the 


ft sel 
~~ eee 
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rugged cab build includes all-steel construction, double- 
panel roof and double-walled cowl housing. 


TOUGH TRUCK CHASSIS — BRAWNY BASIS FOR BIGGER PROFITS. 
Massive, truck-built frames add stamina to every 
chassis. In medium- and heavy-duty models, rugged 
self-adjusting variable-rate rear springs help smooth 
out big-tonnage hauls. Quality features galore boost 
truck life: Extra-big brakes give faster, surer stops and 
last longer. Precision wheel balance makes steering 
easier, lengthens tire life. Smooth, durable Synchro- 
Mesh transmissions come in sizes to suit all types of duty. 


ENGINES WITH PROVED EARNING POWER. Famous sixes that 
out-sell all others because they’re best at brightening 
cost records . . . big V8’s that lead the industry for 
short-stroke design and hard-working durability! 
Chevy for ’61 offers a long line of power plants to meet 
the special needs of every weight class. 


The truth is, we could fill every page in this magazine 
with reasons why Chevrolet trucks have never been 
better than they are for ’61, but there’s no need for that. 
Not when your Chevrolet dealer can boil it all down for 
you so quickly and pleasantly. See him soon and start 
saving soon! ... Chevrolet Division of General Motors, 
Detroit 2, Michigan. 





Stations 


Midwest marketer stops | Service-Station Building Permits, First Half '60 
customer complaints (Valuation in $000) 
on fuel by using... Sate i a 


New England.... 14 $154 2 32 $469 
Connecticut. ane 27 13 136 


1 
8 

5 1 eae age 

® Massachusetts. . 92 8 14241 
1 
2 
1 





New Hampshire. 17 25 
67 


Rhode Island... 13 


FUEL ADDITIVE Vermont. 


Middle Atlantic. . 752 6&5 F ‘ 934 
14 3 = 233 273 

352 

A TRETOLITE Pennsylvania... 13 309 


COMPANY PRODUCT | E. North Central. 4 , , » ’ 2,664 
342 24 662 38 721 45 753 


Illinois 


8 of@ 


Kansas......... 
Minnesota... ... 


North Dakota... 
South Dakota... - 


South Atlantic... 96 
These bar charts illustrate the results on some 


of the comparative tests conducted. Additive 
“B’ was the additive which TOLAD replaced. aoa D. ee ie 
Florida. . 
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During a recent heating season, a midwestern 
oil company was plagued with customer com- 
plaints, stemming from frequent plugging of North Carolina.. 6 
filters in domestic heating systems . . . despite South Carolina. . 

the fact that the refiner was using a commercial pore eer 

additive to prevent such difficulties. 


= row 
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West Virginia. . . 
The company inspected the household fuel 
tanks and filters of its customers. These in- E. South Central. 13 
spections showed the fuel oil to be highly a : 
unstable, which resulted in the formation of 
sludge. The sludge was plugging the filters. 


— 
qaouae 


Mississippi 
Tennessee . 


The refiner conducted comparative fuel addi- 
tive tests, and, based on the results, selected 
Totap* Fuel Additive. During the ensuing 
heating season, with Totap in the fuel oil, W. South Central s, 1 — 
sludge formation was virtually nil. Arkansas 

The only customer complaints received were Louisiana. . 
the result of faulty burner adjustment. The Oklahoma 


use of ToLaD is now routine with this refiner. 


vad 


To improve the storage stability of your fuel 
oils, and cut additive costs at the same time, 
ask your Tretolite refinery service engineer 
about ToLap Fuel Additive, or write... 


— 


NWNNM-“N-N 


FA-60-5R 


*Registered trademark of Petrolite Corporation 


geod Mexico.... 
PETROLITE arenes... 
CORPORATION Pacific 132 1,746 
California 


CeeOh......... We 
Washington 185 13 


TRETOLITE COMPANY saat 110 44 1 
DIVISIONS 
369 Marshall Avenue, Saint Louis 19, Missouri 502 7,806 505 7,587 659 11,056 700 10,645 656 10,173 684 10,718 


200 South Puente Street, Brea, California Building permits are issued for all types of construction—remodeling, additions, repairs, etc.—and should 
not be construed as representing only new stations. No adjustment has been made for lapsed permits nor for 
: time lags between issuance and the time of construction. 
Offices and Representatives in Figures are on new basis, which relates to all permit-issuing jurisdictions that issued permits for 50 or more 
new dwelling units in 1959 (except in Alaska, Idaho, Maine, Mississippi, Montana, New Hampshire, North 
CANADA « ENGLAND ¢« VENEZUELA «© BRAZIL Dakota, South Dakota, Vermont, and Wyoming where coverage extends to all places that issued permits for 
- COLOMBIA « GERMANY « ITALY » JAPAN « KUWAIT ¢ at least 20 new dwelling units). 
M 


EXICO « NETHERLANDS » PERU « TRINIDAD Source: Construction Statistics Office, Bureau of the Census. 


—_—— 
ny 
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Safety Valve without 
optional Leak Detector 


<2 a 
hf 


‘ _" 
FEATURE BY FEATURE nC! aatiee 
AND YOU'LL AGREE... % 


optional Leak Detector 


1. 360° Impact Release when struck from any direction it will release and 
positively seal off gasoline flow. 


Shear section always shears above valve 


Brass fitted working parts located internally for perfect operation at all times 
No nuisance tripping —it takes a dangerous impact to release valv 


External valve allows easy shut-off of valve for servicing dispenser 
160° Fusible Link located high to stay dry and reliable 


Exclusive leak detector can be installed on any Red Jacket Safety Valve. 
Provides a quick check for line leaks—often eliminates expensive hydrostatic 
test which shuts down system. 





Contact your Red Jacket representative. He can show you all of these features 





CONTACT YOUR NEAREST RED JACKET REPRESENTATIVE FOR COMPLETE INFORMATIO 


AED JACKET 
RED JACKET MANUFACTURING COMPANY) 


PETROLEUM EQUIPMENT DIVISION e Box 270, Davenport 


. lowa 
Contact your nearest RED JACKET REPRESENTATIVE for complete information 
Tom Baumgartner, 2927 First Ave., Seattle, Wash.¢ Don Buster, North 210 Helena St., Spokane, Wash. Robert B. Cox, 12133 Coyle Ave., Detroit 27, Michigan 
eR. M. ‘‘Mac" Crowder, 6811 Colfax Drive, Dallas 31, Texas Henry D. Fairlie, 15 West 44th Street, New York 36, N.Y.eR. L. Faubion, Sr., 2525 S. W. Boulevard, 
Kansas City, Missouri George Mathews, 325 N.E. 20th Ave., Portland, Oregon® Joe R. Mooney, 


2704 St. Claude Ave., P.O. Box 3294, New Orleans 17, Louisiana 
e R. E. Sanderson, 221 11th Street, San Francisco 3, California ¢ A. R. Sedgebeer, 2711 So. Hill Street, Los Angeles, California e A. L. Sobey, 624 So. Michigan 
Ave., Chicago 5, Illinois « Gardner Udell, 3820 College Avenue, Indianapolis 5, Ind. ¢ Lee Vaughan, 3111 N. 34th Place, Phoenix, Ariz. « C. E 
4223 Cincinnati-Brookville Road, Hamilton, Ohio ¢ John F. Young, 235-37 Spahr St., Pittsburgh 32, Pa. « E 


“Red” Weaver, 
“Al” Zahl, 1516 So. 5th St., Minneapolis, Minn 








Use this full-flow, kinkless hose 
for faster fuel oil deliveries 


B.F.Goodrich hose is flexible, easy to handle even in cold weather 


H' RE’'S a fuel oil hose that handles 
easily, reels readily, saves many 
minutes each day. It speeds deliveries 
by keeping a full, unobstructed flow of 
oil moving from truck to tank. 

With its strong braided construc- 
tion, this B.F.Goodrich hose always 
keeps its full round shape, can’t flatten 
or collapse on the reel to choke off flow 
or slow it down. There’s no reinforc- 
ing wire to take a permanent kink. 

The tube of the hose is completely 
oilproof, won't swell to reduce the 


114 


inner diameter, won't flake off into the 
stream of oil. A special kind of rubber 
makes the hose flexible and easy to 
handle even in sub-zero weather. 

Its thick, tough cover is built for 
rough use. Dragging it over curbs, 
rough sidewalks and driveways won't 
harm it. Letting it stand in gasoline, oil 
or grease won't damage it. And there's 
no danger of sunlight causing it to crack 
or check. Either one-time Permalock 
or reattachable couplings can be used. 

Ask your B.F.Goodrich distributor 


to show youa sample and tell you more 
about Type 83 fuel oil hose—an im- 
proved hose that’s easier to handle, can 
make faster deliveries, and reduce oper- 
ating costs. B.F.Goodrich Industrial 
Produc tsCo.., Dept.M-902, Ak ron 1s, Ohio. 


B.EGoodrich 


FUEL OIL HOSE 


NATIONAL PETROLEUM NEWS °* October, 1960 








Here’s the Mercury Luminaire that has ALL 


the features you've wanted . 
.. Designed and Engineered hy 


GUARDIAN 





For your “Lighting File’’— 
write for Bulletin 860 


f : Guardian Light Company 


500 NORTH BLVD. + OAK PARK, ILLINOIS 
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new self-priming pump efficiency 


for bulk stations... 
with Ingersoll-Rand ‘Ccentri-prime’ Motorpumps 


SUPPORHMNG HEAD 


_ unique design 
_ - incorporates 
> built-in 
positive 
displacement-type 
| priming unit 


* 


SUCTION PORT 
MIN! IMP 
to PRIMING PU: PRIMING PUMP 





PRIMING PUMP IMPELLER ix . e 
priming time 
for the 


The new Ingersoll-Rand ‘‘centri-prime’’ Motorpump now combines— “centri-prime”’ 
in one compact unit—positive displacement-type priming with the (example for 16’ lift) 
efficient, high speed liquid handling of a centrifugal pump. This totally 6” pipe: 4.2 sec/ft 
different pump is designed specifically to handle suction lifts such as 5” pipe: 3.0 sec/ft 

: ‘ 4” pipe: 2.0 sec/ft 
encountered in underground storage tanks, top unloading of tank cars, 3” pipe: 1.1 sec/tt 
transports and similar bulk station applications. Get complete facts on the amazing 


; : : , : ; efficiency of the new ‘‘centri-prime”’ 
On straight suction the unit will prime under lifts to 19 feet total head. cam Write today - Soin 
Once liquid reaches the standard impeller, the centrifugal pump 70215, and see your local Ingersoll 
takes over. Rand representative or oil equip- 
ment jobber 








snaninliciaiihe — 





of pump progress 


New Ingersoll ‘‘centri-prime” Motorpump. = e, from the leading manufacturer . . 
1 E 


a Ingersoll-Rand 


to 600 gpm, heads to 120 ft 
11 Broadway, New York 4, N. Y. 


Other Ingersoll-Rand pumps for bulk plant service 


= \_Y 
or 


Compact Motorpumps | Horizontally-Split Pumps} Cradle-Mounted Pumps 
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neoprene—Du Pont’s synthetic rubber—has a wide range of use in petro- 
leum hoses of every description. The reason is simple: no other material 
has such a unique combination of properties. Neoprene stands up to 


weather exposure, temperature extremes, abrasion and ravaging effects 
of oils and chemicals. 


Performance like this—now so commonplace it’s seldom given a 
second thought—actually affords dramatic evidence of neoprene’s ability 


to keep hose on the job far longer, at far greater long-term savings. What- 
= ever your oil-handling problem, there’s a hose of tough, long-lasting neo- 
prene to fit your needs. Why not ask your local distributor for the facts 
right now? E. |. du Pont de Nemours and Co. (Inc.), Elastomer Chemicals 


NEED Department NPN-10, Wilmington 98, Delaware. 
eas « hey 


For instance: eleven years ago, an Eastern fuel 
oil distributor installed a 150 ft. length of 
neoprene jacketed oil delivery hose on one 
of their trucks. Last year this truck chassis 
was replaced but the neoprene jacketed hose 
continues to be used. Previous service life 
for delivery hose — 3 to 4 years. 


FOR Neoprene keeps hose on the job. Tough, versatile 


For instance: a gasoline pump hose with neo- 
prene cover lasted so long, was still so flexible 
and resilient, the station owner could hardly 
believe his eyes when records showed he 
ordered the hose installed eleven years ago. 


For instance: neoprene dock loading hose set 
a new record for continuous service — 11,000 
pumping hours in 7 years—for a leading 
refining company. 


SYNTHETIC RUBBER 


NEOPRENE HYPALON® VITON® ADIPRENE® 


REG. vu. 5, pat. OFF 


Better Things for Better Living . . . through Chemistry 
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| * STEEL DELIVERY 
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Special truck hauls oil one way, steel back. Tractor tank carries 2,200 gal., undercargo tank on trailer 3,500 gal. 


How to Get Two-Way Payload 


Transporter, customer, trailer companies team up to design this 
dual-purpose equipment. It means an end to many deadhead trips 


Y  gaiin TANK LINE of Los Angeles has made a 
start in licking the oil transporters’ bugaboo 
—running a truck in two directions with only one 
payload. 

The California over-the-road hauler has three 
of its 48 units making two-way runs with a pay- 
load in both directions. The results: much lower 
operating costs and a chance to lower hauling fees 
for the line’s customers. This, in turn, promises 
to promote more two-way payload business. That’s 
what Allyn Tank Line’s president William Collinge 
is counting on. 


Putting the Idea to Work 

Allyn Tank Line hauls 5,700 gal. of bunker 
fuel oil from a loading rack at Watson, Calif., 
to the Kaiser Steel mill at Fontana (see map), a 
distance of 50 miles; unloads the oil; then takes 


on a 46,000-Ib. load of steel products (like sheet, 
coil, beam, pipe), returning to the general area of 
its starting point to deliver steel to Kaiser cus- 
tomers. At the most, Allyn’s tanker deadheads 15 
miles to Watson for another load of oil. 


Currently, Allyn Tank has one unit on this oil- 
steel route that makes two round trips (four pay- 
load trips) a day with time to spare. If pressed, 21 
round trips (five payloads) can be squeezed into 
a day. This compares with three trips a day (three 
payloads but no return loads) Allyn was making 
before May when it began the two-way oil-steel 
hauling. 

Allyn began its two-way payload schedule in 
February in hauling 3,000 gal. of sulfuric acid 
from El Segundo to Fontana, returning with a 
46,000 Ib. payload of steel sheets and coils. Two 
units are now on this route. 
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STEEL LOADING 


Transportation 





Allyn Tank Line also gets two-way payload with another specially designed unit, which alternates sulfuric acid, steel 


Collinge thinks as many as six oil-steel truck 
may be used by his company soon. 


What Equipment Allyn Uses 

The dual-payload arrangement was worked out 
by Stan Roach, Allyn’s sales engineer. He sold 
it to Kaiser Steel’s traffic department. Together 
Roach and Kaiser worked with trailer manufac- 
turers to get the special equipment needed. For 
the oil-steel rig, Roach and Kaiser worked with 
Fruehauf Trailer Co. They worked with Utility 
Trailer Co. on the acid-steel rig. 

For the two-way oil-steel payload, this new 
equipment was added to the Allyn fleet: 

e A four-axle Peterbilt tractor with an alumi- 
num tank to carry 2,200 gal. of bunker fuel. 

e@ A two-axle flat-bed semitrailer 40 ft. long 
with an undercargo steel tank to tote 3,500 gal. 
of bunker fuel. This unit can carry a wide variety 
of steel products. Future units will have aluminum 
undercargo tanks. 

The dual setup for the acid-steel unit consists 
of a semitrailer built around a steel tank. Since 
sulfuric acid is heavy (about 15 Ib. per gal.) a 
3,000-gal. tank is about the biggest Allyn can use 
and still stay within the state’s weight limit of 
46,000 Ib. The tank is centered on the semitrailer, 
so space is limited. Generally sheets and coils are 
loaded on this rig. 


How Savings Add Up 

With the oil-steel rig, Roach says, “one rig does 
the job of two.” But not at twice the cost. Allyn 
Tank paid about 25% more for the dual unit than 
it would have paid for a conventional oil rig. 

Collinge says operating costs of the dual-pur- 
pose tractor and semitrailer have been cut way 
down, approaching 50% savings. “Operating costs 
for fuel, maintenance, and tires are practically 
half, and labor costs are greatly reduced,” he says. 
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Roach maintains a shipper will benefit from use 
of dual-payload equipment. “He'll realize savings 
due to our full payload on both in and outbound 
runs. 

Collinge thinks the shipper can save about 15%. 
But the oil-steel rig will have to run about six 
months before Allyn Tank Line will have enough 
cost data to show the California Public Utilities 
Commission in filing new, lower rates for such 
equipment. The shipping rate on the acid-steel 
unit was cut 15%, Collinge says, because acid 
rates are not regulated by the state. 

Kaiser is cooperating in routing the dual-purpose 
trucks. Its steel dispatcher routes Allyn’s return 
deliveries as close as possible to the points where 
Allyn picks up acid and oil. a 


William Collinge (seated), president of Allyn Tank Lines, 
and John Roach, sales engineer who developed dual-pay- 
load system, are watching operating figures closely. Col- 
linge estimates savings will be 15%, may buy additional 
units 








“Nylon thump” is annoying because it takes time to original equipment on his new cars. Why not take a tip 
track down...and makes for unhappy customers. Enlight- from them? Recommend tires made with TYREX cord 
ening, though, is the way car makers have solved the for the smoothest, safest, quietest ride any tire can give. 
problem. For 2 straight years now, every American car _ And, when talking to customers, don’t miss mentioning the 
manufacturer has made tires with TYREX® tire cord other advantages of TYREX tire cord, shown right, too. 


For latest test data write William Dalton, President, Tyrex Inc., Empire State Bldg., New York 1,N.Y. TYREX (Reg. U.S. Pat. Off.) is a collective trademark of Tyrex 


120 NATIONAL PETROLEUM NEWS * October, 1960 





It’s 
not 


your car, 

maam... 

that 

bump, bump, 

bump 

must be 
“nylon thump.” 


WHY TIRES MADE WITH TYREX CORD ARE EASIEST TO SELL 

@ Give longer tread mileage. FACTS! —not CLAIMS 

e Run cool for greater safety at highway speeds. FACTS! —not CLAIMS ® 

e Stronger in resistance to impact. FACTS! —not CLAIMS 

@ Resist “flat-spotting” and cross-sectional “growth.” FACTS! —not CLAIMS beat by let TIRE CORD 


{nc. for tire yarn and cord. TYREX tire yarn and cord is also produced and available in Canada, 
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‘| can't picture why any jobber today 


would not be in this retread business’ 
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... Says Connie Connable, Mobil jobber of Memphis. The basis of Connable’s 
enthusiasm: a $30,000-a-year-plus net profit on a $35,000 fixed investment 


How a Jobber Found a Bonanza 


in the Retread Business 


F NEW-TIRE SALES hadn’t hit the skids in 1958, 

E. J. Connable might have stayed out of the 
retread business. That would have been a mistake. 
For the retread business now yields an annual 
bonanza of more than $30,000 to Moto-Pep Inc., 
Connable’s Mobil jobbership in Memphis, Tenn. 

Two years ago, new tires started piling up in 
Connable’s warehouse. Suddenly, a factory-fresh 
6.70x15 was about as easy to sell as a second-line 
toxtail. 

“We couldn't fight the store competition,” says 
Connie Connable, a live-wire 68-year-old who 
looks younger. “The situation kept getting worse. 
That worried the directors of Moto-Pep, and so 
we decided to go into the retread business our- 
selves.” 

Now, two years and at least $50,000 later, Con- 
nable thinks retreading is a natural for oil jobbers. 
“I can’t picture why any jobber today would not 
be in this retread business,” he says. 

Is there a secret formula for success? Sure, says 
Connable—quality. 

“If a man is going down to the gutter in price, I 
say ‘stay out of the recap business,’ ’’ Connable 
states flatly. “If he will have quality merchandise, 
he can make a success of the recap business.” 

How can a man be sure of quality? Connable 
says membership in the Tire Retreaders Institute 
is a requisite because it demands quality (for TRI’s 
requirements, see next page). 

Having a high-quality retread line lets Connable 
give his dealers a free hand on adjustments. He 
believes this is the feature that really sold his 
retread program to his dealers. 


Getting Into the Business 


Moto-Pep’s decision to enter the retread field was 
no snap choice. Before launching the venture, Con- 
nable and son-in-law William D. Holt, a Moto-Pep 
director, gave the project thorough study. Connable 
himself had been in the recapping business twice 
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before, as a dealer. Each time he had had a steam 
plant. “I know my way around,” he chuckles. 

Connable and Holt made many visits to other 
retreaders, trade shows, and equipment manufac- 
turers. These visits influenced the decision to move 
ahead with a high-quality line. 

Then they assessed the potential market for re- 
treads—and found one, virtually built-in, in the 70 
stations they supplied with Mobil gasoline (53 pre- 
viously controlled by Moto-Pep, 17 recently taken 
over from Mobil Oil).* The retread program Moto- 
Pep finally settled on was calculated to appeal to 
these dealers. Today, they buy 90% of Moto-Pep’s 
retread output. 


What It Takes to Get Rolling 


By the time Connable and Holt finished their 
study of retread practices, they decided it would 
pay in the long run to buy all new equipment. 
They also decided on an electric shop. On the 
basis of Connable’s experiences with steam, he 
feels electric equipment is cleaner. 

Initial investment in the shop came to $35,000. 
The building, with expensive heavy-duty electrical 
work, accounts for $18,000. The equipment cost 
$17,000. 


Here’s the lineup of equipment: 
precision buffing machine. 
rotary balancer. 

home-made balancer. 

Branick spreader. 

Den Nap electric moulds. 
Clapp bead venter. 

Clapp tire builder. 

Clapp tire venter. 

Webster wrapper. 

Clapp white-wall cleaner. 
The plant’s maximum output is 50 tires every 


eee ae eo ee 


*Moto-Pep is Mobil Oil’s sole distributor in Memphis, doing 
about 18-million gal. a year in gasoline and heating oil. Con- 
nable says his goal is 20-million. 





TBA 


To Make 
Good 
Retreads, 
You Need 
Good 
Equipment 


el 
i “ > 


Moto-Pep retread shop’s equipment cost $17,000, can Real key to quality retreading is accurate 
make 50 tires in eight hours. Connable is at right buffing of the tire carcass, using template 


(Begins on page 1|22) 
eight hours. The brand name “Moto-Tred” is im- manager who earns $600 a month. The others in- 
printed on each tire that comes out of the moulds. clude a tire builder ($100 a week), a finisher and 
The Moto-Pep plant is a six-stand layout—pro- wrapper ($90 a week), a buffer ($75 a week) and a 
viding more capacity than some jobbers might need. mould man ($75 a week). The sixth man in the 
Connable says a jobber can get both feet in the re- show is Connable’s son-in-law, Bill Holt, who has 
tread business with just one stand and a single general responsibility for the retread operation. 
employe. : (While Connable is the one who pushed the idea 
Cunsenda feels his equipment (pictures) has = _ ere setting up the plant, he is not 
solved most of the problems that can plague a ey Se en 
retreader: . 
e Buffing—Consistent use of templates as buff- How the Line Pays Off 
ing guides results in uniform, accurate carcass In 1959—its first full year Connable’s retread 
preparation. If you buff by template, you are all venture earned a profit of $25,000. : 
right, says Connable; if you buff by eye, you might On a unit basis, Moto-Pep’s profit runs about $2 
as well stay out of the business. per tire. For short periods the plant sometimes runs 
around the clock, but normally one or two eight- 
hour shifts are enough. Between October and De- 
cember, the plant turns out about 1,200 tires a 
month—a figure that is stepped up gradually to 
1,300 in April and then to 1,500 a month between 


e Trapped air—Installation of venting devices 
permits release of trapped air that might otherwise 
cause tread separation after a tire has been in serv- 
ice. “The force of trapped air is powerful,” com- 
ments Connable. : 

May and September. Roughly, this totals 16,200 

e@ Mould blowouts—A bead venter cuts down Skee al eae : 

tte “ tires. At a profit of $2 a tire, the net comes to 
blowing in the moulds. Formerly, they had many “cele pists fs: 
; ’ : $32,400 a year. 
such blowouts, Connable says. ; 

Here’s the material-cost picture: 

Connable figures he has about $3 worth of rub- 
ber in an average retread. Moto-Pep buys about 
10,000 lbs. of camelback at a time, paying 27.75¢ 
lb. It buys tire carcasses from dealers and peddlers 
at these rates: $2 for all 14-in. carcasses; $3 for e ° ° 
15-in. black-walls; $3.50 for 15-in. nylons; $4 for Tire Retreading Institute: 
all white-walls. Moto-Pep stores 4,000-5,000 car- 
casses. 


Dealers also make a good profit in retreads. For 
a popular-size retread, the dealer pays $7 (plus an 





: ’ MEMBERSHIP in the Tire Retreading Institute 

The present supply of carcasses is too good, says (TRI) is the best way to be sure of high-quality 
Connable. “They’re a drug on the market, and I retreads today, Connie Connable believes. 
hope I don’t have to buy any more.” But, he says, ; dita gh -_ cage ig iver scutes gr ~ prot veg 
6“ . T é } s é Te Ss. 
we take the bad with the good. We have to take TRI aan rigid aaaianls dex et, Caetoanaee. 
14-in. carcasses from the dealers. I’d like to sell methods, and materials. It employs U.S. Testing 
2,000 of them. I’d sell every one I could for a Bureau to make initial inspections of plans applying 
dollar.” for membership, and thereafter to make annual in- 
Here’s the labor setup: ae to see that standards are carefully main- 

Into each retread goes about $2 in direct pro- Retreads produced in member plants bear the TRI 
duction costs, mostly labor. The shop is operated 
by a permanent crew of five men. In charge is a 
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Putting tread rubber on buffed carcass is a fast job with Electric moulds give control over curing process 
modern equipment. Machine above is Clapp tire builder 


old carcass) and resells for $12.95 (plus an old 
carcass). His net profit of $5.95 is two or three 
times the markup on a new third-line tire retailing 
for the same $12.95 price. 

Moto-Pep leaves adjustments up to the dealers 
(Connable estimates that adjustments average 
around 0.5% ). That’s a selling aid, since the dealer 
is the man who faces the customer and has to decide 
what it takes to make him happy. 

“We never argue about adjustments,” says Con- 
nable. “I think that is what has sold the dealers 
on the idea that retread business can be good busi- 
ness.” 

Naturally, Connable couldn't afford to let deal- 
ers handle adjustments if he didn’t have a high- 
quality line. It’s the high shop standards, assured 
by TRI membership (see below), that make the 
adjustment policy possible. 

As a result, Moto-Pep sells 90% of its retreads a 
through its own service-station outlets. Ratio of 
retread tires to new is approximately two to one, 
but Connable says there are no firm figures yet. 
The balance of Moto-Pep’s retread output goes 
mostly to car dealers, other stations, used-car lots 


and the Memphis Fire Department. 
(Continued) fl ill 
me | 


‘@ 


Venting releases trapped air to prevent tread separation 


How It Safeguards Quality 


emblem vulcanized into the sidewall. TRI makes a 
charge of 3¢ per emblem; proceeds go to finance 
the inspection program. The institute goes to great 
lengths to insure the high quality of the final product. 
The Moto-Pep plant, for example, is not allowed to 
buy more than a month’s supply of camelback be- 
cause the shop is not air-conditioned. 

Tire Retreading Institute was organized about five 
years ago by the National Tire Dealers and Re- 
treaders Assn., 1343 L St. N.W., Washington 5, D.C. 
Its goal is to build national acceptance for retreads 
bearing the TRI emblem. 


(nmecaemmnnmRR NN ate ei ESSER N IARI EN CIE NR Rack system makes it easy to store finished retreads 
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(Story begins on page 122) 





Meet the Man Behind the 


What makes Connie Connable run? He’s a scrapper 


“I'VE CALLED Connie some names 
in my time,” says an old-line Mobil 
Oil Co. man, “and he’s called me 
worse ones. But I'll tell you this: He’s 
a lot of jobber.” 

To be “Mr. Mobil” in Memphis, 
E. J. Connable has to be a lot of 
jobber. As president of Moto-Pep 
Inc., Mobil’s sole distributor in the 
city, Connable watches over some 18- 
million gal. of gasoline and heating-oil 
volume annually, tends 70 branded 
stations, a five-outlet private-brand 
chain, and a thriving retread business. 

Moreover, his voice (a sawed-off 
Tennessee twang) is heard regularly 
at meetings of his state jobber asso- 
ciation and the National Oil Jobbers 
Council. A Connable specialty at such 
meetings is the deft placement of 
needles where suppliers will feel them 
most keenly. In fact, Connable is re- 
puted to be one of the few jobbers 
who ever ran their suppliers out of 
town (he took over 17 of Mobil’s sta- 
tions in Memphis a few years ago). 

Come Out Fighting—Connable has 
been scrapping with suppliers since 
his dealer days 30 years ago. Moto- 
Pep was started in 1931 by seven 
dealers who had a total of 13 stations 
among them and a total volume of 
100,000 gal. a month. All were Tex- 
aco dealers, working on a margin of 
2¢ gal. When the NRA raised the 
margin to 2.5¢ gal., Texaco reduced 
the 1¢ rebate it had been giving to 
0.5¢. 

The seven Texaco dealers sued the 
company for reducing the rebate, and 
at the same time threw Texaco out of 
the stations. 

The local Texaco official said, 
“There isn’t a dealer in Ten- 
nessee that can lick Texaco in a law- 
suit.” Connable recalls, “In unison we 
said, ‘There are seven __ dealers 
that are going to try!” 

Dealers and supplier scrapped all 
the way to the Supreme Court, which 
sustained Texaco. Meanwhile, the 
seven dealers formed a company and 
took on Esso. Each put in $300. When 
Esso dropped its jobber setup five 
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Moto-Pep Retread Operation 


who pushed his way to the top 


years later (1941), Connable went with 
Mobil (then Socony-Vacuum). 

The Winner—Moto-Pep emerged as 
one of the country’s top jobberships. 
The six surviving founders still sit on 
the company’s board (as does the 
widow of the seventh), although some 
have other businesses now. One, R. 
Hale Mosley, handles Moto-Pep’s com- 
mercial accounts and helps Connable 
run the company. Their top men are 
David Derryberry, recording secre- 
tary, and Bill Holt, in charge of the 
retread operation, promotion, and ad- 
vertising. 

The board meets monthly and goes 
over an operating statement prepared 
by a CPA. Board approval is required 
on major decisions—for example, the 
recap project. 

Moto-Pep has two companies; one, 
Dealers Transfer Co., owns all heavy 
equipment. Moto-Pep pays 0.5¢ gal. 
to Dealers Transfer, which leases four 
trucks for $500 a month each. Al- 
together, there are nine units: five 
transports, a tire truck, a TBA acces- 
sory truck, a van for heavy oil, and a 


truck for case goods. Volume of the’ 


transports averages well over 4,000 
gal. apiece. The equipment is washed 
every week. 

Moto-Pep pays $100,000 a year to 
Dealers Transfer at the 0.5¢ gal. rate. 
That covers the payroll. Net worth of 
Dealers Transfer is $121,448.59; of 
Moto-Pep, $202,264.63. Total: $323,- 
713.12. 

The company employs 23. 

Connable says he’s turned down of- 
fers of as much as $1.5-million for the 
business. He’s now so well established 
that he says his long-range plan is to 
have a river terminal. 

Closeup—The man behind this im- 
pressive jobber empire belongs to that 
deceptive breed: small but wiry, 
twinkling but sometimes sardonic, 
perpetually amused—and a South- 
erner only by adoption. 

Connable was born in Dayton, 
Ohio, on Sept. 7, 1892. He was taken 
to Baltimore in 1902 by his father, a 
Kelly-Springfield distributor. (Rubber 


tires for carriage wheels and autos 
were just coming in then. To recap the 
tires they used to “cook” them.) 

In 1911 Connable was graduated 
from Baltimore State College. He left 
to take a job on a banana plantaticn, 
the attraction being a six-month va- 
cation after three years of work. (“I 
don’t remember the name of the 
damned country,” says Connable 
now.) En route to wherever it was, he 
caught typhoid fever and was laid up 
in Memphis for a year. 

On his feet again, Connable didn’t 
have enough money to leave Tennes- 
see (“It took eight years to pay my 
damned doctors’ bills”). He worked 
for the railway mail service from 
1914 until he went into the Army in 
1917. Discharged in 1920, he re- 
turned to Memphis to sell Chandler 
automobiles for Southern Motor Co. 
A year later, he and J. C. Joest—then 
service manager for Southern Motor 
—bought out the battery department 
and went into the service-station busi- 
ness. The partnership lasted through 
the Moto-Pep days; Joest is still a 
Moto-Pep director. 

Connable’s wife is the former Mar- 
guerite Jackson of Cherry Valley, Ark. 
They were married Aug. 31, 1920 
(“I bet I'll never forget that date,” 
says Connable). They have one daugh- 
ter, Peggy, and two grandsons: 
Dougie, 10, and Elroy, 8. 

All Business — Connable works at 
an old desk piled with papers. “I don’t 
want a new office,” he says, “or I’d 
never get out. I spend most of my 
time outside where the business is.” 
On the floor of the office is a spittoon. 
On the desk is an ashtray with the 
motto “Old Golfers Never Die.” 

Connable holds a sales meeting 
every morning at 8:30. Then he and 
his people get out. He rides around 
town in an old Ford and says this 
makes for better dealer relations, be- 
cause a dealer thinks to himself, “T 
got a better car than Connie has.” 

“If I had a Cadillac,” says Con- 
nable, “the dealer would say, “That 
rich S.0.B.! ” 


Connable is strong on merchandis- 
ing. “I’m always on some kind of a 
damned contest,” he says. “I like con- 
tests.” He believes dealers’ wives are 
especially interested in contests and 
tries to bring them in on activities. “I 
don’t have a contest unless the ladies 
are in on it.” 

He holds a precontest rally, a party 
to which the wives are invited. The 
wives put the bite on the dealers, Con- 
nable explains. Contest prizes include 
items like movie cameras, shotguns, 
lawnmowers, TV sets, dishwashers, a 
four-day fishing trip to Florida, and a 
$500 savings bond, which costs Con- 
nable $375 (“The dealer’s wife says, 
‘I need that $500" ”). 

Connable says he’s a fanatic on 
dealer meetings, usually held Wednes- 
day noon at a restaurant. He has 
meetings at least every other week, re- 
stricts them to one subject, and picks 
up the tab of about $40. He classifies 
his groups into large, medium, and 
small dealers, because the problems 
of each type are different. 

Time Out — For recreation, Con- 
nable goes to football games every 
Saturday, sometimes driving with four 
old cronies as far as Baton Rouge or 
St. Louis. A year ago, on the spur of 
the moment, he decided to go to the 
World’s Series in Chicago. 

But his work never fazes Connable. 
While a visitor was chatting with him 
on a recent evening, he got a phone 
call from the wife of a dealer. She 
reported frantically that her husband 
had gone to get a customer’s car, leav- 
ing the station in charge of a young 
attendant. The attendant had gone for 
a ride in another customer’s car, tak- 
ing two teen-age girls with him. They 
had had some drinks and cracked up 
the car, and the dealer had gone to 
bed sick. 

“What shall we do about the sta- 
tion?” the wife asked desperately. 

“Close it tonight,” said Connable 
matter-of-factly, “and call Mr. Derry- 
berry in the morning.” 

He turned to the visitor and com- 
mented dryly, “What else can you do?” 


NEXT MONTH: How Connable builds a Station — and Saves $12,000 
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a new, safer working vent from 


#548 FACES Lf 
FACTS IN SAFE ~Z orrison 


STORAGE OF 


FUEL LIQUIDS MEETS REQUIREMENTS OF NFPA 
pamphlet #30 


Morrison Brothers Co., show- 
ing traditional leadership in 


research and engineering, an- 
nounces its new pressure vac- 
uum vent, #548! Here is a true 


“working vent’’ that takes the 
worry out of fuel liquid storage. 

Let’s face facts: you invest 
$1769 in an 11 x 27 Ft. storage 
tank. You fill it with 19,100 
gallons of fuel oil at 10c a gal- 
lon, or gasolene at 20c a gallon. 
What do you do to protect that 
investment? 

The answer is simple . . - 
You top off your tanks with the 
safest, surest vent in the mar- 

. a Morrison #548! For 


» #548 
job 
for you. 


MEETS NFPA Me 
REQUIREMENTS L 
OF PAMPHLET #30 


National Fire Protection Asso- 
ciation pamphlet #30 states: 
“Vent pipes shall discharge 
only upward or horizontally 
(not downward) in order to 
dispose vapors”. Morrison Vent 
4548 is designed to meet and 
beat these specifications. Tests 
by a professional mechanical 
engineer show that the Figure FIG. 548 
#548 has a range from 8,000 : 
cubic feet per hour at 8 ounces j Let ut work for you... 
pressure to 30,500 cubic feet PR 
per hour at 5 pound pressure. OTECT YOUR INVE STM 
To be used in ore #143 OF abe Why is this called a working vent? Beca j " . ' 
Emergency Escapement Relief watch dog”’ at all hour sees go ed 
gency is it hve s, all seasons, and und 
Valve. Available in 2” size in 2 conditions. It literally ‘‘breathes’’ to li co 
4, 6, 8, 12, and 16 ounce pres- build-up, temperature dif treat “aysinerrtegiog 
» conditi ifferential, or under loadin 
wit ature ae pay you to investigate now this ’ 
orrison Pressur 
ORDER FIGURE #548 Order now—Figure 4548—or pnt by gt Vent. 
brochure. Do it today. escriptive 


write for descriptive brochure 


OIL EQUIPMENT HE 
DUBUQUE. eANT HEADQUARTERS 
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These Macks go a long way toward 


quenching a city’s thirst for oil 


“Servicing 8,000 fuel oil customers brings 
you up against a variety of delivery prob- 
lems,” says M. F. Prior, superintendent of 
the F. C. Haab Company, Inc., one of 
Philadelphia’s up and coming distributors. 
“Our 35-truck fleet takes care of every- 
thing from bulk refinery loads to door-to- 
door home deliveries. In addition, 85% 
of our oil deliveries must be crowded into 
six months, which makes it even more im- 
portant that our trucks give outstanding 
performance with no unnecessary down- 
time or maintenance. We find Macks best 
meet this requirement.” 

Mack makes sure you get the efficient, 
economical truck performance you need 


through the exclusive practice of design- 
ing and manufacturing its own major 
components. This results in what is called 
Balanced Design and assures that engines, 
gears, transmissions and other vital units 
will work together in harmony for the 
greatest possible efficiency, performance 
and long life. Trucks that stand up under 
demanding conditions—not just when 
new, but after years of service—often 
mean the difference between a profitable 
operation and one drained by high costs 
per mile, unnecessary downtime and 
maintenance. 

On-schedule fuel oil deliveries may not 
be your problem, but the same Macks 


that handle this work so well are the ones 
to remember for any job where profits 
depend on truck performance. Your local 
Mack branch or distributor will gladly 
give you full details on the trucks best 
suited to your operation. Mack Trucks, 
Inc., Plainfield, New Jersey. Mack Trucks 
of Canada, Ltd., Toronto, Ontario. 


MACK “= 
T tor over 7 straight years 


FIRST NAME FOR {NO.1 


oy tom sates ot 
dhesel trucks 4 
TRUCKS == 


Older Mack models rub shoulders with new at this businesslike lineup of fuel tank- 
ers being dispatched from the Philadelphia depot of F. C. Haab Company, Inc. 
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9 LEADING REGIONAL OIL 
AMERICAS LEADING 


To serve you better coast-to-coast, 5 leading regional 
oil companies have joined hands to form a new Humble 
Oil & Refining Company. The name comes from an oil 
field and a town near Houston, which was the origin of 
Humble Oil Company almost 50 years ago. 

In the fast developing Age of Energy, this is an 
important move. It joins the skills and resources of 
all these companies into a single closely-knit organi- 
zation that now markets products coast-to-coast. 

The new Humble is America’s Leading Energy Com- 
pany. It finds, refines, distributes, and markets more 
natural gas, oil and petroleum products for America’s 
growing needs, than any other domestic oil operation. 
It is backed by the leading petroleum research labo- 
ratories in the nation... with more oil and petro- 


chemical advances to their credit than any other U.S. 
Research group. This new organization under Humble 
Management offers opportunities for greater effi- 
ciencies in oil exploration, drilling, production, trans- 
portation and marketing. 

The new Humble Oil & Refining Company looks 
forward to expansion in two important areas. 
Geographical expansion — as a marketer with more than 
30,000 service stations, now enabled through this move 
to operate in all 50 states. 

New product expansion— not only in improved fuels and 
lubricants, like the remarkable new Uniflo Motor Oil, 
but also in the exciting new field of petro-chemistry 
where hundreds of new and useful products have been 
improved or developed because of Humble research. 
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COMPANIES UNITE TO FORM 
ENERGY COMPANY 


IDENTIFIED 
COAST-TO-COAST 
BY THESE FINE 
TRADE MARKS 








HUMBLE 


OIL & REFINING COMPANY 











NINE GOOD REASONS FOR THE TENTH ANNUAL PLASTI-LINE SIGN CLINIC 
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Knoxville 
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i ee SALES could be a vast 
source of additional TBA busi- 
ness if fully developed, said V. H. 
Gibson, assistant secretary and gen- 
eral credit manager of Skelly Oil Co. 
In a talk before the central section 
TBA convention in Cincinnati, Gib- 
son said, “I am convinced that only 
a modest effort has been made to 
develop this market. 

“Up to now the emphasis has been 
on price, quality, service, and other 
conventional merchandising appeals,” 
Gibson continued. “The fact that this 
merchandise can be purchased on 
deferred terms usually is an after- 
thought in the sales pitch of the ave- 
rage service-station dealer.” 

Oil companies have been offering 
easy terms for quite a few years, said 
Gibson, but they need to remind deal- 
ers just how much those terms im- 
prove the dealer’s competitive situa- 
tion. Although some oil companies 
now make a carrying charge for the 
more extended-payment terms, there’s 
no charge for periods of six months 
or less. 

Low Cost—By giving the customer 
six months to pay with no down pay- 
ment, no interest and no carrying 
charge, the service-station dealer has 
an advantage over mail-order houses 
and tire stores, which generally charge 
as much as 10% on all extended- 
credit sales. 

“When the credit charge is added 
to the cost of the tire,” Gibson points 
out, “our dealer can usually show 
that his price is competitive. In ad- 
dition, the contracts are confusing to 
the customer, and he may not be 
sure exactly what the additional time 
is costing.” 

And Simple—‘The credit-card plan, 
on the other hand, is simple,” said 
Gibson. “The customer can easily 
understand his contract when there are 
no charges to consider except the 
price of the merchandise and any ap- 
propriate taxes.” 

Gibson suggests that the credit- 
card customer represents a captive 
market to the extent that he is already 
coming in to buy gasoline and motor 
oil. “He is disposed to buy all his 
motoring needs at the one spot,” says 
Gibson, “and he would not be in our 
station if he was not interested in 


quality merchandise. 

“So let’s be sure he knows our TBA 
prices are competitive.” 

Selling Points—Besides easy terms, 
there are two other ways to bring 
both cash and credit TBA customers 
to the service station, Gibson believes: 
capitalize on the convenience of sta- 
tion hours, and let the customer 
know you mean to satisfy him to get 
his other business. 

“We should capitalize more on the 
fact that we are better able to care 
for the customer’s TBA requirements,” 
said Gibson. “Our facilities are open 
at hours when it’s convenient for 
him to buy. And we can’t afford not 
to satisfy him because we don’t want 
to lose him as a regular customer 
for our petroleum products and for 
the dealer’s services.” 

“I question whether the general 
public is aware of these two important 
advantages we offer,” said Gibson. 
“While we know it’s true and we do 
attempt to sell the idea to our dealers 
and lessees, I’ve seen little evidence 
of any attempt to tell the customer.” 

What Skelly Has Learned—Speak- 
ing for his own company, Gibson 
reports there’s been considerable prog- 
ress in the sale of TBA items on 
extended terms to credit-card holders. 
He adds, “We're quick to acknowl- 
edge that we've only scratched the 
surface.” 

He gave these statistics on Skelly’s 
experience: 

e Average credit-card sale on ex- 
tended terms approximated $90 per 
account for the first quarter of 1960. 

e In the same period about 4% 
of active credit-card accounts bought 
TBA on extended terms. 

e TBA products bought on ex- 
tended terms are estimated to run 
about 10% of total credit-card dol- 
lar sales. 

e TBA sales to credit-card cus- 
tomer, on both regular and extended 
terms, approximate 14% of total 
credit-card dollar sales. 

“Our collection experience on ex- 
tended terms to credit-card accounts 
has been exceptionally good,” reports 
Gibson. “Seldom is there a bad-debt 
loss in this area, and the percentage 
of currency is better than our normal 
credit-card sales.” 

Credit-Card Fraud—TBA items of- 
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How Credit-Card Easy Terms Sell TBA 


By neglecting to make time payments a key part of the sales pitch, 
dealers are losing big TBA sales. Here's what they should know 





Time payments give dealers competitive 
equality with chains, mail-order houses 


ten figure in the fraudulent use of 
credit cards, Gibson said, because they 
represent more dollars. It’s a serious 
problem in the oil industry. But Gib- 
son points out, it takes two to make 
a bargain: The buyer must have the 
help of the dealer. 

Skelly exerts a measure of control 
by insisting that a guarantee form 
accompany the credit-card sales ticket, 
or that the number of the guarantee 
be shown on the ticket along with the 
serial number of the tire. 

“That generally forestalls collusion,” 
notes Gibson, “and it has another 
advantage: We usually know whether 
the sale is a Hood tire and whether 
we have sold it to the dealer.” 

Credit-Card Growth—“We can 
look for some interesting changes in 
the various credit-card programs of 
the major oil companies in the months 
ahead,” said Gibson. “I think there 
will be particular emphasis on the 
deferred-term arrangement for TBA 
sales. 

“In short, we'll be facing up to the 
fact that TBA items represent sizable 
dollars and that we must provide a 
realistic credit program to reach the 
ever-expanding market for replace- 
ment tire, battery, and accessory sales.” 
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this man 
is about 
to spend 


$179,000 
right here 


@ The Man: Charles W. Pease, NPN reader 
and Manager of Mobil Marketing Operating. 


@ Here: Mobil Oil Co.’s tank truck loading rack 
at Mt. Vernon, New York. 


@ Why he is about to spend $179,000 there: 
Present rack at this Mobil distribution ter- 
minal is too slow in loading light products. 
Loading rates range from a low of 150 gallons 
per minute to a high of 310 gallons. This 
means excessive time lost under the rack for 
both trucks and drivers. That means higher 
than necessary costs. Furthermore, Mobil 
needs faster, more modern loading facilities 
at Mt. Vernon to keep the business of the 
independent “under-rack” fuel oil resellers. 
In addition, headroom under the rack is in- 
adequate for modern transports and a safety 
hazard to drivers. 


@ How he is about to spend that $179,000: A 
new, four-bay high-speed rack will be con- 
structed, including bottom loading connection, 
remote control meters and pneumatic tube 
loading ticket transmitter. The new facilities 
will increase flow rates from a minimum of 
560 gallons per minute on kerosene to a maxi- 
mum of 930 g.p.m. on gasolines and *2 fuel. 
The new rack also will provide sufficient head 
room to accommodate the new 7,300-gallon 
tank trucks, thereby making it easier and safer 
for drivers to load. 


Altogether this year, oil 
marketing management (both 
major and independent) will 
spend over half a billion dollars 
for equipment and facilities 
that will make (or save) 

money for their companies. 


For most oil marketing man- 
agement men, the major source 
of money making (saving) 

ideas and implementing product 
information is the monthly 
National Petroleum News and 
its annual FACTBOOK issue. 


‘Vhat’s why advertising 

your products in NPN makes 
your selling job easier, 
quicker, and safer. 


NPN 


NATIONAL PETROLEUM NEWS 
FOR OIL MARKETING MANAGEMENT 


} fn 
(4D) A McGraw-Hill Publication ABE 
WA 
330 West 42nd Street, New York 36, N.Y 
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a 
Badge of quality 
in a gasoline 


...Its blended 
with an 


AMOCO 


530 Series 
Antioxidant 


The Amoco 530 Series of antioxidants includes 
the three principal gasoline antioxidant types. 
These products will effectively retard 

the formation of gum during the storage 

of your gasoline. 

The Amoco antioxidants have special additional 
advantages. Three of them—Amoco 532, 533 
and 534—are insensitive to both water and 
caustic. They stabilize TEL and prevent 
degradation as well as precipitation in storage. 
In addition AMoco 532 may be used to inhibitor 
sweeten gasoline. AMOCO 533 is also an 
excellent antioxidant for industrial oils. 
Petroleum additive specialists from AMOco 
Chemicals will be happy to consult with you on 
your lubricating oil and gasoline additive 
programs. Your inquiry will receive 

prompt attention. 








AMOCO 530 SERIES 

Antioxidants 

AMOCO 531—N-Butyl-p-aminophenol 
in isopropanol 

AMOCO 532-—N, N’-Disecbutyl-p- 
phenylenediamine 

AMOCO 533-—2,6-Diterbutylparacresol 

AMOCO 534-2,6-Diterbutylparacreso! 

CHEMICALS in toluene 


AMOCO CHEMICALS CORPORATION 
Department 4196 
910 South Michigan Avenue, Chicago 80, Illinois 





GRACO pumps from top 
of drum ... Inductor seal eliminates all con- 
tamination, evacuvates all the grease! 


High Pressure Lubricators ® Hand 
Bearing Packers @ ATF Units @ Transf 


Gear Lube Dispensers ® Nozzles ® Couplers 


Swivels @ Air Line Equipment 
Hose and Hose Assemblies @ Grease 
Accessories @ Valves ® Adapters ® Overhe 





- 


SEVEN REEL BANKS with 22 hose reels serve 17 lube bays in this Graco Power Flush system. 


= Use all the grease...get all the profit 
with a Graco Power-Flush lube system! 


POWER-FLUSH LUBRICATION insures 
a perfect grease job and satisfied customers. 
High volume, under uniform pressure forces 
out contaminated grease—packs in new 
grease fast. Bearing and ring surfaces are 
clean—completely coated. 

NO MORE LOSS OF PROFITS because 
now you get all the grease you pay for. No 
more contamination of lubes because of 
open containers. No more loss of time 
because of messy hand transfer. 


LUBE WORK can be fast, efficient and 
economical as in the modern garage above 


. . . thanks to a modern Graco Power- 
Flush sealed lube system. This entire system 
is powered by 2 Graco Topper Pumps. 


POWERFUL “TOPPER” pumps grease 
out, cleans the drum as it dispenses .. . no 
waste, no need to touch the grease. Com- 
panion air-powered gear lube unit supplies 
lighter-weight lubes . . . smoothly, quietly 
and with outstanding reliability. Closed 
piped system to overhead hose reels elimi- 
nates contamination. Fast-acting Power- 
Trol valves give precise control over entire 
Power-Flush system. 





Only the “Topper” gives all these benefits: 


@ Evacuates all the grease—no more hand cleaning of drums 


@ Protects the grease because system is completely sealed 
@ Eliminates channeling and aeration in the drum 
@ Handles heaviest of new greases, even at low temperatures 


@ Power-Flushes bearings with high-pressure and high volume 


ASK FOR AN ON-THE-SPOT DEMONSTRATION! 





Guns 
er Pumps 


GRAY COMPANY, INC. 


Fittings 
ad Hose Reels 


1065 Graco Square 


Minneapolis 13, Minnesota 


Factory Branches: New York © Philadelphia * Detroit 


Chicago © Atlanta ¢ Houston @ San Francisco 
Sales Offices: Washington © Toronto 
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Are Muffler Catalysts Coming? 


TBA LINES of the future may in- 
clude as a matter of course a packaged 
supply of muffler catalyst. It would be 
needed for periodic replacement of 
spent catalyst in a new kind of muffler 
that may become standard equipment 
on future automobiles. 

Before that happens there’s also the 
possibility that numerous California 
service stations will get a lot of muf- 
fler-installation business. 

California has adopted a law re- 
quiring smog-control devices on cars 
sold within the state. The law will take 
effect automatically whenever the 
Motor Vehicle Pollution Control 
Board approves any two devices. 

The board will soon begin testing 
in the hope of finding something that 
won't cost more than $50 above 


present mufflers. At the same time 
the devices must control both smog 
and noise, must have a reasonably 
long life, and must not require too 
much maintenance. Some 20 com- 
panies are working on the problem. 

Since mufflers containing a catalyst 
seem to be the least expensive devices 
for purifying car exhausts, it’s almost 
a sure bet they'll be used widely. And 
once California gets going, it won’t be 
long until other states, or at least 
cities, will clamor for the same kind 
of smog protection. 

Several kinds of chemical catalysts 
are under test, but all have a limited 
life. That’s why it looks as though 
there’s going to be some kind of 
catalyst for sale at service stations 
some day, perhaps not too far off. 


More Charge for Dry-Charge 


ACTIVATION is the term often 
applied to the quick boost-charge 
generally needed to get dry-charge 
batteries ready for service. You can 
get by without an activation charge 
in hot weather, but a good many sta- 
tion operators think they can skip it 
any weather. 

In this country at least, it’s a con- 
tinuing problem to convince dealers 
it isn’t safe to depend on the car 
generator to activate a new dry-charge 
battery. In Canada oil marketers have 
had better success in getting the boost- 
charge idea across to their dealers. 

Many TBA men in this country 
blame the dealers’ wrong attitude on 
an often-repeated feature of Delco’s 
consumer advertising. Delco uses an 
illustration of a dealer “activating” a 
dry-charge battery by pouring elec- 
trolyte into it. 

Delco obviously chose that particu- 
lar step in the activation process be- 
cause it so readily lends itself to 
pictorial treatment. A picture of the 
pouring-in process makes clear to the 
consumer the principal difference be- 
tween a wet-charge and a dry-charge 
battery. 

However, you can’t divide the 
public into neat functional compart- 
ments, so dealers also see advertising 
aimed at the consumer. The story 
this advertising seems to tell some of 
these dealers is that you just pour 
acid in a dry-charge battery and it’s 
ready to go. 

Unfounded Claims—lIf a dealer con- 
sistently neglects boost-charging before 


installing new dry-charge batteries he'll 
always have some of his customers 
back the next day with a “dead” 
battery. Instead of giving it a good 
charge he’s more likely to give the 
customer a new one and turn the old 
one back as defective. 

One oil-company TBA manager is 
now instructing dealers to give all 
dry-charge batteries a boost charge 
for 30 minutes in all seasons. The 
IBA man used to recommend a 15- 
minute boost in cold weather. 

Another believes it would help to 
have a picture of a thermometer litho- 
graphed on the outside of battery 
cartons, together with a table of min- 
utes needed for charging to activate a 
battery at various temperature levels. 

Wet vs. Dry—Entirely aside from 
this special problem connected with 
dry-charge batteries, oil-company TBA 
men are still divided over whether 
wet-charge or dry-charge batteries are 
preferable. 

On one side, a TBA manager who 
was quick to adopt a dry-charge line, 
only to switch back again later, insists 
that new features in wet-charge bat- 
teries have virtually eliminated the 
old shelf-discharged problem. 

Another, long a hold-out against 
dry-charge, but later a complete 
convert, says, “We wouldn't think of 
going back to wet-charge batteries. 
Our adjustments are way down, and, 
best of all, dealers buy dry-charge 
batteries in larger quantities at a time, 
so that we can swing more and more 
to direct-to-dealer shipments.” 
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TBA 


STRAWS IN 
THE WIND 


By FRANK C. STURTEVANT 


Late convention date 
... Antifreeze additives 
... Tires from Japan? 


WE HOPE everybody has taken due 
note of the fact the annual Oil Indus- 
try TBA convention is a week later 
than usual this year. The dates are 
Monday and Tuesday, Dec. 12 and 
13. The place is the same—the Chase- 
Park Plaza hotels in St. Louis. 


Those new, long-term antifreezes 
beget new competition. One new cool- 
ing-system additive is claimed to 
change ordinary glycol antifreeze into 
a long-term product. 

The label says it’s guaranteed two 
years, but just what the car owner 
is protected against isn’t stated. Look 
for more of these chemicals with 
alleged powers of extending antifreeze 
life. 


Canadian tire prices were increased 
$1 per tire recently following price 
reductions in each of the last three 
years. Robert Yohe, president of B. F. 
Goodrich Co of Kitchener, said that 
inreads of Japanese tires set off the 
price cuts, but that the prices got down 
so low they didn’t leave any profit. 

There have been rumors of Japanese 
tires appearing in the United States 
on the West Coast, but so far there’s 
been no apparent impact on the U.S. 
tire market. 


Eastern TBA men label as unfair 
the tire advertising of department 
stores selling the Vanderbilt line. 
Macy’s, for example, offered Vander- 
bilt “first line” tires for around $12 
and $13 in persistent advertising this 
past summer. 

Through long usage the term “first 
line” has come to mean a tire equal 
fo the original-equipment tires installed 
on new cars at the factory. Vanderbilt 
advertising implies a similar quality 
in the tires it labels as “first line.” 

The catch is that the Vanderbilt 
line (a private label) doesn’t include 
any tires of higher quality than those 
advertised as “first line.” Thus Macy’s 
and other stores feel they’re on safe 
ground because the tires they’re selling 
are in a literal sense actually Van- 
derbilt’s “first line.” 
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Cities Service Puts You 
In The Winner’s Circle! 


Billboards with a sales message that comes across fast! 
The 2y re just part of the Winning Combination you get 
as a Cities Service dealer or jobbe r. Motorists are seeing 
these traffic-boosting boards everywhere. They're just 
a part of the Winning Combination behind Cities Serv- 
ice dealers. 

The Cities Service program backs you up with strong 
local-station promotional support, too. You get the 
brand of help you need to stay ahead in the race for the 
growing number of gasolene customers! 


ye 


Yiera 


Our Golden Jubilee year, 1960, has been a big year 
for Cities Service dealers and jobbers. We plan to make 
next year even bigger. Wouldn't this be a good time to 
join up as a part of the Cities Service team? 

For the full story on Cities Service and the benefits 
you can expect as a dealer or jobber, write: Cities Service 


Oil Company, Sixty Wall Tower, New York 5, N.Y. 
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The Best Gas in the World comes from 
the Best Pumps in the World... 


The dynamic expansion of the world on wheels has 
been pioneered by typical American enterprise — con- 
stantly improving motor fuels and ever-new concepts 
in gas pumping and service. 

In fact, traditional pacesetter in service station 
progress has been the development of new and im- 
proved pumps and service islands. 

The Veeder-Root Computer, known world-wide as 
the ‘“‘head for figures,’’ has helped with this pace- 


New York * Chicago * Los Angeles * San Francisco 
Seattle + St. Louis « Greenville, S. C. 
Altoona, Pa. * Montreal 
Offices and Agents in other principal cities 


setting too. Improved readability, faster and more 
precise operation, simplified design, and quick and 
easy operation all mean better service and maximum 
profit protection for the service station. 

Now, important new improvements are being made 
available to service station owners and operators 
through the leading pump manufacturers. 

You can always count on: ‘““The Head for Figures.” 


>) Veeder-Root 


HARTFORD 2, CONNECTICUT 


7® ‘The Name that Counts’ 
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Proving you don’t have to close a station to relocate it, Sohio skidded one with floor slab intact, all equipment in place 


How to Move and Stay Open Too 


Here's how Standard of Ohio relocated a busy station 34 ft. farther 
back on the lot—with all equipment in place and no island shutdown 


[’ CAN BE DONE—you can relocate a station 
complete with floor slab intact and all equip- 
ment in place, without closing shop. Standard of 
Ohio has proved it. 

Fourteen years ago Standard put up one of its 
first postwar stations at an important location in 
the easterly Cleveland suburb of Euclid, Ohio. 
It’s been a busy spot ever since, so much that 
Sohio’s marketing department tried the experiment 
last May of keeping open for business while moving 
the station farther back on the lot. 

The move went off about as planned, although 
it took eight weeks instead of the estimated five. 
Island services were never interrupted. Other sta- 
tion services were stopped only the last two days. 

The reason for revamping the station layout 
was to bring its appearance up to par with more- 
modern competing stations in the vicinity. 


Goal: Open Appearance 

“Obviously we hope to increase gallonage at 
this location,” says Robert E. Preston, manager 
of Sohio’s Cleveland division, “but the real reason 
for the move is that we believe it to be necessary 
if we are going to continue serving the needs of 
the motoring public properly in that area. 

“We have designed this location to make maxi- 
mum use of the driveway space by having shorter 
islands and more of them,” says Preston. “I be- 
lieve it’s worth noting that the need is for the 


appearance of open space, not necessarily a lot 
of actual footage. I’ve seen locations with quite 
limited footage but with an open appearance, and 
they have no problem.” 

This emphasis on more and shorter islands 
represents a change in Sohio’s ideas about station 
layout. In former years Sohio people were strong 
for long pump islands with a pair of pumps at 
each end. They were also strong believers in locat- 
ing the station close to the pump island, or to 
the nearest island if there was more than one. 

“The philosophy used to be to locate the pumps 
as close to the office as possible in order to reduce 
travel time between the two,” explains Wilfred 
Gaidry, retail sales manager. “Thus we tried to 
stay within a certain distance from island to office. 

“In multi pump locations however, we've learned 
from experience—though we can’t tell you exactly 
why—most customers will pull to the pump closest 
to the office. That’s just fine. But most people 
won't pull around the first car. 


“Then too we feel that customers shouldn’t be 
asked to stand in line for our product. . . . So 
our philosophy now is to provide plenty of ap- 
proach space and more islands with fewer pumps 
per island.” 

The problem presented by the Euclid station 
was one that could not be cured by a remodeling 
job. The building, a threebay, all-porcelain Austin 
prefab was still satisfactory; the land area was 
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Slab was tunneled under, supported on jacks, lowered on steel-beam skids 


big enough; additional pumps could be installed 
with little trouble. 

What the station seemed to need most was a 
more open look, and the only way you could get it 
would be to relocate the building on the lot. 


How It Was Done 

B. A. Grow, assistant manager of construction 
and maintenance, believes this is the first time 
anyone has ever moved a station complete with 
floor slab intact and all equipment in place. 

The usual method is to build another slab on 
the new site and move the station shell onto it. 
Inevitably you have to shut down for a fairly long 
period while equipment is dismantled and stock 
moved back to the warehouse. 

At a busy station it’s worth a lot not to interrupt 
customer service in the lube bays. It isn’t so much 
the dollars you lose today, it’s the customers who 
may not come back tomorrow. If customers are 
turned away, it’s just possible some of them may 
like the kind of service put out at competing sta- 
tions. 

Since the distance involved in this move was 
only 34 ft., it seemed worthwhile to consider 
skidding the building and floor slab together. The 
contractor, Industrial Construction Co. Inc., worked 
out a way to keep the utilities hooked up during 
preparation and actual moving. A coil of wire 
was inserted in the electrical supply line and a 
flexible hose in the water line. 

Getting the station ready to move required 
tunneling under from the rear. Timbers on jacks 
supported the slab until excavation was completed. 
Then the timbers were replaced with 90 tons of 
heavy steel H-beams. After jacking the building 
up 8 in. to accommodate that much difference in 
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grade, steel cables were rigged from two 30,000-Ib. 
winches through the ends of the H-beams. 

The building was skidded to the new site on 
wooden ramps lubricated with ship-launching 
grease. There it was lowered into position, and a 
joint of expansion concrete was applied to seal 
the old and new footers. Some 50 piers, 16 x 16 
in., were set under the building at critical points 
in the new location, and finally sand was blown 
beneath it. The excavation at the old site was also 
filled with sand because it yields good compaction. 

The successful outcome of the experiment means 
a lot to Sohio’s marketing people. Over the years 
they've put up a number of stations with layouts 
similar to that of the original Euclid station. Now 
if they want to consider moving other buildings 
they have a yardstick with which to compare the 
time and cost against other methods. * 


Ramps were put up during excavation to keep lube bays 
open. This service was halted only the last two days 
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TAKE-HOME 
SALES OF 


COKE 


..- PROFIT THREE WAYS 


geYou MAKE EXTRA PROFITS! If you already have a cooler, you already have 

A stocks of Coke! Instead of selling one bottle of Coke, you sell 24...and make as much 
profit as on 5 extra gallons of gasoline! ‘De YOU BOOST TBA SALES! Well-placed displays 
of Coca-Cola also call attention to your tires, batteries and accessories! Se YOU BUILD 
REPEAT BUSINESS! Surveys show that approximately 90% of all customers 


return empties to place of purchase! Repeat business means extra sales for you. Take 











advantage of this easiest of all ways to make extra profits. Your Coca-Cola bottler 





will be glad to supply you with advertising materials and display racks. Call him now! 


COPYRIGHT © 1960 THE COCA-COLA COMPANY COCA-COLA" AND "COKE" ARE REGISTERED TRADEMARKS 


142 NATIONAL PETROLEUM NEWS * October, 1960 





es ae ee ee on ee ee EE ee 


October, 1960 + 


BRONOCO cuts 


SS ON aes _ Oe bd ited 


NATIONAL PETROLEUM NEWS 


oN ES OS Sy OSS OSS SW Bey 














of EXOTIC LIQUIDS with 


The Bronoco Solvent & Chemical 
Company, Division of R. J. Brown 
Co., serves industry in the Cleve- 
land and Northeast Ohio area. 
The firm handles a complete line 
of petroleum solvents including 
alphatic petroleum naphthas, 
aromatic solvents, chlorinated sol- 
vents, glycols, glycol ether sol- 
vents, alcohol, ketones and esters. 

To speed delivery of these li- 





quids to industry, Bronoco 
installed 24 Marlow, 32 HELP-9, 
Self-Priming Pumps on their 
loading racks. The pumps are 
used for barrel loading as well as 
for filling tank trucks for bulk de- 
livery. During their 24% years of 
constant service, the pumps have 
never skipped a beat. Clayton 
Knable, Plant Superintendent, 
says, “We’ll replace existing 


Write today for Bulletin PM-06 and the name 


of your nearest Marlow dealer. 
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equipment with Marlows every 
time. They have given us no serv- 
ice problems since they have been 
installed.” 

If you have a petroleum han- 
dling problem, look to Marlow for 
your solution. Marlow builds the 
most complete line of petroleum 
pumps available anywhere for 
bulk plants, tank trucks and 
transports. 


MARLOW PUMPS 


DIVISION OF BELL & GOSSETT COMPANY 


MIDLAND PARK, NEW JERSEY —_ Morton Grove, lilinois + Longview, Texas 


9-314 
2 
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1960-61 FACTBOOK Subject Index 


Additives 
Advertising 
Fuel oil 
Oil companies by media 
Annual Reports 
Associations, Directory of 
Automobiles 
Car data forecasts 
Consumer expenditures 
Engine and lube data 
Gasoline consumption 
Motor-vehicle travel 
Registrations, forecast 
Service-station trade 
Tires, batteries, accessories 
Two-car families 
Where repair work is done 
Women drivers 


Bulk Plants and Terminals 
Census of number, sales 
Number by company 
Planned expenditures for 
Storage capacities 

Canada 
Brand names 
Company credit cards 
Distribution lineup 
Gasoline octanes 
Motor-vehicle registrations 
Number of retail outlets 
Oil-company personnel 
Product sales 


Relations to U. S. companies 


Where companies market 
Capital Expenditures 
By oil companies 
Highways 
Marketing expenditures 
Oil and other industries 
Census Reports 
Bulk plants and terminals 
Lube-oil sales 
Service stations 
Commission Agents 
Number, by company 
Consumer Expenditures 
Cooperatives 
Credit Cards 
Crude Oil 
Prices 
Refinery capacities 
Supply-demand 


Distillate Fuel Oil 
Canadian sales 
Prices 
Refinery yields 
Sales, by state and by use 
Supply-demand 

Equipment 
Directory and buyers’ guide 
NAOEJ members 
Oil-heat equipment 
Planned expenditures 


Farm Cooperatives 
Forecasts 
Gas industry 
LP-gas market 
Lube-oil consumption 
Motor-vehicle registrations 
Motor-vehicle travel 
Passenger-car trends 
Retail trade 
Supply-demand 
TBA. sales potential 
Fuel Oil 
Advertising expenditures 
Canadian sales 
Demand forecast 
Heating-equipment sales 
Prices 
Refinery yields 
Sales by state, type 
Supply-demand 


Gas-Industry Forecast 


Gasoline 
Brand names 
Canadian sales 
Consumption 
Demand forecast 
Farm co-op sales 
Marine sales 
Motor-vehicle travel 
Octanes 
Octane forecast 
Premium-grade sales 
Prices 
Refinery yields 
Retail sales forecast 
Supply-demand 
Tax laws, rates, collections 
Toll-road sales 
Where companies market 


Government 
Federal highway program 
Guide to legal issues 
Tax laws, rates, collections 
Highways 
Building program 
Toll roads 
Imports, Exports 


Jobbers 
Associations directory 
Directory 
Number, by companies 
Operating ratios 
Kerosine 
Demand forecast 
Prices 
Refinery yields 
Supply-demand 


Legal Issues 


Liquefied-Petroleum Gas 
Bus growth 
Demand forecast 
Pipeline capacities 
Production 
Sales, past and future 
Supply-demand 
Transportation 


Lubrication 
Auto use and forecast 
Census sales breakdown 
Consumption forecast 
Demand forecast 
Motor-oil ratios 
Motor-oil sales forecast 
Supply-demand 


Marine Sales 


Marketing Companies, U.S. 
Annual reports 
Brand names 
Capital expenditures 
Credit-card use 
Distribution lineup 
Mergers, acquisitions 
Oil-company sales management 
TBA programs 
Where companies market 


Mergers, Acquisitions 
NPN Reference List 
Operating Ratios 
PAD Map 


Pipelines 
Capacities, mileage 
Delivery of products 
Products pipeline map 


Population Forecast, U.S. 
Prices 


Refineries 
Directory 
Product yields 


Residual Oil 
Canadian consumption 
Demand forecast 
Prices 
Refinery yields 
Sales by use and state 
Supply-demand 


Retail Trade 
Consumer expenditures 
Credit cards 
Dealer turnover 
Forecast: Retail trends 
Gasoline prices 
Number of stations 
Population projections 
Station building permits 
Station capital expenditures 
Station census 
Station dollar sales 
Station repair work 
Stations on toll roads 
TBA sales 
Women customers 
Storage Capacities 
Supply-Demand 
Tank-Car Production 


Taxes 
Antidiversion laws 
Oil-company payments 
Rates and collections 
Tires, Batteries, Accessories 
Auto trends forecast 
Battery sales 
Company TBA programs 
Directory and buyers’ guide 
Forecast: TBA sales 
TBA sales ratios 
Tire sales 
Tubeless tires 
Where repair work is done 


Toll Roads 


Transportation 
LP-gas shipments 
Pipeline map, capacities 
Product shipments 
Trucks 
Delivery of products 
Planned expenditures 
Registration forecast 


Women Drivers 
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each time a customer buys one of 
these DILL Air Pressure Gauges... 


® Special eye-catching display card sells gauges anywhere it is 
placed . . . on table, shelf, or hung on wall. 

* Gauges are packed separately in clear plastic bubble, which 
guards against pilferage, and keeps gauge clean. 

* Copy on display card is self-selling . . . tells customers why 
they need this accurate instrument. 


® Tests have shown this to be a fast-moving item . . . be sure 
each of your stations has an adequate supply. 


These gauges are great goodwill makers, encourage their use as 
giveaways to good customers when closing a sale of a set of new 
tires, or as a traffic builder at a special low price. 





Air Pressure Gauge — Pencil type — Display Package No. 7213 


RETAILS FOR ‘ Specify display card 
Dealer Cost when ordering 


Your PROFIT $3.60 Or Up To 60¢ Each 

















The | BELL | Manufactu ring Company 


peprT. N-10 » 700 E. 82nd STREET + CLEVELAND 3, OHIO 
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NEW 
Wheaton Type 682 
Spring Balance 
Loading Assembly 





This new loader combines long 
range with great flexibility and 
economy. Its 11 foot extension 
gives 20 foot range between 
manhole covers. During load- 
ing, assembly remains in tank 
manhole without being held 
down; when loading is com- 
pleted, pre-set spring balance 
carries assembly to any desired 
angle from 10° to vertical. Does 
not require a sliding tube. 


One of these 


Wheaton 


Loaders 


Spring Balance 
Loading 
Assembly 








An economical, fast-loading 
assembly that is outstanding 
in shockless, flexible, easy 
operation. Single spring 
balance holds the assembly 
in operating position when 
sliding tube is extended. 
When loading is completed, 
sliding tube is collapsed and 
pre-set spring carries the 
assembly to any desired 
angle from 10° to vertical. 


» cn TRS le 
fill your needs 


Wheaton Type 682-B 
Spring Balance 
Loading Assembly 


This new loader tops them all in 
range. Its 17 foot extension gives 32 
foot range between manhole covers, 
and does not require a sliding tube. 
Boom holds primary arm, providing 
great strength and flexibility. Em- 


feature as Type 682. 





ieinniniieiiitiii 


vy 


Type 641 Spring Balance 


bodies the same single spring balance P 





Wheaton Type 683 
Spring Balance 
Loading 
Assembly 


This loader has the same features 
and equipment as Type 680, but 
the mounting is inverted. It is 
designed especially for mounting 
directly from overhead tanks or 
overhead piping, and is ideal for 
smaller bulk plants. 








| assures great flexibility and balance 


Both the main counterbalance torsion spring and 
the snubber spring are made of the finest selected 
S.A.E. 1065 tempered M.B. spring material, and 
in a recent independent laboratory test this unit 
was subjected to a three week actuation test of 
approximately 18,000 - 120° movements, with no 


adjustments required for loss of spring life. This 
Wheaton feature is one of the most important 
developments in loading equipment—and one of 
the reasons why these precision loaders offer you 
so much more for your equipment dollars. Send 
for Catalog No. 65, which describes the full line. 


Available in brass, aluminum and steel, for petroleum, chemical and petrochemical speci- 
fications. 2", 242", 3" and 4" sizes; Teflon, Viton and all synthetic packings available. 


WHEATON BRASS WORKS, UNION, N. J. 
Manufacturers of Loading Arm Assemblies, Swing Joints, Loading Valves, Storage Tank Fittings and Truck Tank Equipment 
For the Petroleum and Chemical Industries 


Foreign Manufacturers 
Emco Brass Mfg. Co. Limited, Margate, Kent, England * Ljungmans, Malmo, Sweden 
Baza S.R.L., Buenos Aires, Argentina, S.A. * Worthington Corporation, Rio De Janeiro, Brazil, S.A. 


«» Vheaton 


the best by every standard 
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Emco Limited, London, Ontario, Canada °* 
Emco G.M.B.H., Allendorf, Germany ° 








WHAT’S 
NeW 
IN 
EQUIPMENT 


Aluminum cage 


. for check valves in service-station 
gasoline pumps is said to stop the possi- 
bility of corrosion caused by new addi- 
tives in many gasolines. New cage is now 
available with the OPW88 2-in. check 
valve. OPW Corp., 2735 Colerain Ave., 
Cincinnati 25, Ohio. 


Car washer 

. is said to provide a fast, simple 
method for washing cars at service sta- 
tions by application of two detergent 
sprays followed by water rinse. Manu- 
facturer offers free demonstration. Cost 
of complete unit $199.75. Big Four In- 
dustries Inc., Foster, Ohio. 


Lube kit 


. includes four special-purpose units: 
generator oiler with 12-in. spout; rubber- 
lube oiler with 6-in. spout and %-pt. ca- 
pacity; oil-filter suction gun with 12-in. 
hose and 1%-pt capacity; and a versa- 
tile bearing-packer. Plews Oiler Inc., 
701 S. Seventh St., Minneapolis 15, Minn. 


Ten-watt speaker 


. is said to use 90% less battery power 
than typical transistorized, 5-watt mobile- 
radio units. Weighs 3 lbs., 8 oz., and may 
be hung on truck window when driver is 
outside vehicle. General Electric Co., 
Communication Products Dept., Lynch- 
burg, Va. 





Two compressors 


. are designed for the so-called “ex- 
press-type” stations that need no air 
for lubrication or lift facilities. The all- 
weather compressors, with thermostati- 
cally controlled heaters, housed in metal 
cabinets, supply air for tire inflation. 
Two sizes are 4% and % H.P. Keystone 
Compressor Co., Ashburner and Heger- 
man Sts., Philadelphia 36, Pa. 


Draw-off valve 


. is a new, nonfreezing valve that per- 
mits draining water from bottom of stor- 
age tanks at high flow-rates. Double de- 
sign enables operator to flush particles 
that might cause leakage from seat of in- 
ner valve. Johnston & Jennings Co., 4700 
W. Division St., Chicago 51, Ill., or 350 
Fifth Ave., New York 1, N.Y. 


Drum heater 


... applies controlled heat to tar, asphalt, 
heavy oil, or grease, up to 550 deg. F. 
Heavy casters on the base permit moving 
with or without load. Complete weight is 
95 lbs. Pulleys and counter-weights per- 
mit one-man operation. Glas-Col Appara- 
tus Co., 711 Huffman St., Terre Haute, 
Ind. 
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Lift tool 


; that greatly improves automobile 
lubrication service. Called the Moto- 
Sway, the air-operated device 1s quickly 
adapted to all drive-on lifts and pits. 
Said to be highly effective in detecting 
faulty shock absorbers. Serves as an air 
jack for rotating wheels in adjusting 
brakes and repacking front wheel bear- 
ings. Three Star Sales Corp., 56 West 
Maple St., Chicago 10, Iil. 


Fuel monitor 


. designed for automatic shutdown of 
aircraft fueling. Permits acceptable fuel 
to pass through but not fuel contami- 
nated by solids or water, or both. Also 
traps minute particles passed by Filter. 
Bendix Corp., Bendix Filter Div., Madi- 
son Heights, Mich. 


Steel pallet 


. is a corrugated, welded unit rein- 
forced by center braces for extra-heavy 
duty. Has four-way entrances for fork 
trucks. Available both single and double 
face in 48x40 in. and 48x48 in. Palmer- 
Shile Co., 16061 Fullerton, Detroit 27, 
Mich. 


Rear-wheel adapters 


. . are designed to bring up to date even 
the oldest Weaver twin-post lifts that 
might otherwise become obsolescent as a 
result of changing automotive design. 
New adapters are said to adjust to old 
and new suspensions. Weaver Mfg. Co., 
Div. of Dura Corp., Springfield, Ill. 


Loading platform 

. is a hinged aluminum section that 
features fast lock-down and _ release. 
Weight of operator lowers platform to 
preset position. Adjustable foot-pedal 
release returns platform to out-of-service 
position. Platform is operated by 
Wheaton torsion spring “Balance Master” 
assembly. Wheaton Brass Works, Union, 
NF. 
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NEW JERSEY 








BRILLIANT “DAY-GLO” 


GAS PRICE SIGNS 


TELLS THE 


TAX 


sTORY! 


LARGE SIZE 
10” x 12” 


EMPRO PRODUCTS CO. 


357 McLean Bivd., Paterson, N. J. 


NEW YORK 











EDWARD JOY coon ed 
905 Canal St., Syracuse, N. 
COMPLETE OIL EQUIPMENT IN STOCK 
Buckeye Valves, Tokheim Pumps, 
National Hose, ECO Tireflators 
Rectorseal Pipe Dope, Air Compressors 
Ever-Tite Quick Couplings, Pipe Fittings 








OHIO 


GashoyPumes 


For every size consumer- 
commercial account. 
Cc. H. BRADSHAW 


3030 Martin Road 
Dublin, Ohio 








EQUIPMENT SALES CO. 
164 E. Exchange St., Akron 4, Ohio 
Phone—Jefferson 5-8215 
Factory Representative for 
Westinghouse, O.P.W., Lincoin 
Neptune, Huffman, rich, 

Air, Oil, Hydraulic and _ 

Hose and oupling Servic 
SALES—PARTS ENGINEERING SERVICE 








PENNSYLVANIA 





E. O. HABHEGGER CO. 


24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 
Engineering & Equipment 
BULK TERMINALS TRUCKS 


SERVICE STATIONS 
Member NAOEJ 











Oil Marketing 
Equipment Jobbers 
This Is Your Market Place! 


Write today for Advertising 
Space Rates 


NATIONAL PETROLEUM NEWS 


330 West 42nd St. 
New York 36, N. Y. 











Equipment 


More Space for Midwest Company 


NEW PLANT of the Ossian Engineering Co. Inc. at Ossian, Ind., will man- 
ufacture Fill-Rite electric consumer and farm gasoline pumps and hand pumps. 
The company was established in 1949 and expanded to the point where it 


needed more space. 


Fork-truck adapter 


. for handling drums need not be at- 
tached to the truck. It can be picked up 
as easily as a pallet by any fork-truck 
with 24-in. between forks. Operator can 
raise, lower, rotate, and dump loaded 
drums. Price $349. Specialty Machinery 
Corp., 50 Roanoke Ave., Newark 5, NJ. 


Tank coating 


. « « can be applied internally, where 
tank failure has occurred, without dis- 
mantling piping or removing tank. Called 
Glass Armor Resin, coating can be ap- 
plied for permanent protection to new or 
rusted metal. Chicago Tank Lining Inc., 
5007 W. Jackson Blvd., Chicago 44, Ill. 


Six-inch loading arm 


. . is designed to handle with the same 
ease as 4-in. equipment, according to 
manufacturer. The boom-type assembly 
has a pilot-controlled loading-line valve 
especially designed to eliminate shocks. 
Oil Equipment Mfg. Co., 3100 Vermont 
Ave., Louisville 11, Ky. 


Detergent additive 


. for fuel oil, OFA 265, developed 
especially to protect diesel-injector parts 
from gums and rust. Claimed to boost 
injector life by 63% infield tests, and to 
keep new systems clean for extended 
period. Oronite Chemical Co., 200 Bush 
St., San Francisco, Calif. 


Cleaning compound 


. for use in tanks that have contained 
viscous oils is said to be nontoxic, non- 
irritating, free from residual odor or con- 
taminating chemicals. Barsad emulsion 
cleaner is also said to leave a rust-re- 
sistant film. R. S. Norris & Associates, 
Larchmont, N.Y. 


Fuel-oil hose 


. is claimed to offer maximum re- 
sistance to swelling and softening effects 
of fuel oil. Chemigum tube remains 
flexible at minus 40 deg. F. New Neo- 
prene cover resists action of oil, weather, 
and abrasion. Goodyear Tire & Rubber 
Co., Akron, Ohio. 


Will Your Auto Lifts Do? 


NEW-MODEL CARS soon to appear 
can be hoisted on present service- 
station equipment, lift manufacturers 
believe. Such preliminary information 
as is available discloses no radical 
changes in car frames. 

That means oil companies probably 
will continue as they have in the past 
to buy more frame-contact lifts than 
any other kind. The frame-contact lifts 
of today, with their swivel arms and 
other improvements, have so _ far 
proved adjustable to such changes in 
car design as have appeared from year 
to year. 

Concern about possible changes in 
car frames has dwindled since the 


scare of a few years back when X- 
frames, unitized bodies, and other new 
ideas began to appear. For one thing, 
American Petroleum Institute now has 
a liaison committee in contact with 
car manufacturers. 

While discussions with car manu- 
facturers have evoked no promises, 
there seems to be a feeling that the 
manufacturers are at least conscious 
of servicing problems that might re- 
sult from design changes. 

What’s more important is that lift 
companies today maintain a much 
more careful watch on new models 
and see to it that oil companies are 
informed about what’s ahead. 


NATIONAL PETROLEUM NEWS « October, 1960 





FLEXIBILITY Y plus ST RENGTH! 


—_—— ee ee ee 
_— — <a, 


x ARMS PIVOT 
<< 4 ... easy to adjust 


“ 
4 





‘ 
| 
| 
| 


) 
ARMS TELESCOPE 


. teach of 88”, 
spread of 87” 


FP-46 
Frame Lift 


Time-saving flexibility in pick-up range combined 
with strength and rigidity for safety . . . these are the 
big features of the Rotary FP-46 Frame Lift. A versa- 
tile lift for all service work and many repair jobs, it 
lifts all makes of cars easily, including the newest 
compact and foreign models. Specify the Rotary FP- 
46 Frame Lift with either Airdraulic or Full Hy- 


| 
| 
| 
PICK-UP PADS ROTATE 360° draulic Jack for faster, safer, more efficient service. 
i ... adjust to three heights 


Servicing flexibility—Overall width of lift is only 26”. 
This extra-narrow construction provides more accessibility 


to mufflers, tailpipes and other under-car parts and permits 


narrow tread vehicles to straddle the lift easily. 


Pick-up point flexibility—This 
close-up photo shows how the FP-46 
pick-up pads are set to reach the 
specified pick-up position on the 
Chevrolet Corvair. The recessed 
contact point is inaccessible to some 
types of lift supports. 























New type arm construction—A 
formed steel arm with welded in- 
terior reinforcing bar is used instead 
of the usual heavy bar stock. This 
reduces weight, making arms much 
easier to swing while maintaining 
rigid Rotary safety standards. 


ROTARY LIFT COMPANY 
Division of Dover Corporation 
MEMPHIS, TENN. * MADISON, IND. * CHATHAM, ONTARIO 


First name in oil-hydraulic auto lifts—passenger and freight elevators—industrial lifting devices 





The latest reason why 


it pays to be a Shell Jobber... 


Motorists get cleaner, more efficient 
engine operation for every car, new or old. 
Shell Jobbers get the biggest oppor- 
tunity to substantially increase motor oil 
sales and improve motor oil ratios. 

Now—from the laboratories of Shell 
Research—-comes the most important im- 
provement in automotive lubrication 
since the development of multi-grade 
motor oils. 


, Shell 


announces 


the first 
ash-free 


multi-grade 
motor oil 


It is the first significant motor oil advance in seven years 


It contains unique non-metallic, non-ash 
additives, available only in New Shell 
X-10C® Premium. This new multi-grade 
motor oil not only lubricates perfectly 
at a wide range of engine temperatures, 
but also keeps engines unbelievably 
clean. 


Just as TCP* additive in Super Shell 
Gasoline gave motorists a unique reason 
to switch to Shell, so this revolutionary 


SHELL OIL COMPANY 


50 WEST SOTH STREET, NEW YORK 20, NEW YORK 
100 BUSH STREET, SAN FRANCISCO 6, CALIFORNIA 


ash-free motor oil will attract thousands 
of new customers to Shell stations. 


“ “ “ 


Contact your local Shell office today for 
full information. Ask for the District 
Manager. 

*Trademark for Shell’s unique gasoline 
additive. Gasoline containing TCP is 
covered by U. S. Patent 2889212. 
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Equipment 


Literature .. . 





Truck cranes 


. . and floor cranes from 500 to 4,000- 
lb. capacities are described in a new 
four-page folder. Also includes a line of 
hand-operated winches with capacities 
from 500 to 2,000-lbs. Catalog W-102, 
H. S. Watson Co., 1316 67th St., Emery- 
ville 8, Calif. 


. . . for tank-truck service are presented 
in a new 6-page brochure entitled “Series 
53 and 71 Engines for Profitable Tank- 
Truck Hauling.” Gives dimensions and 
horsepower data for the line of 97- to 
290-HP automotive engines. Detroit Die- 
sel Engine Div., General Motors Corp., 
13400 W. Outer Drive, Detroit 28, Mich. 


Packaged boilers 


. are covered in two new catalogs giv- 
ing specifications, ratings, and dimen- 
sions for oil, gas, or combination-fired 
steam or hot water boilers. Included are 
sketches of recommended boiler-room 
lay outs. Cleaver-Brooks Co., 326 E. 
Keefe Ave., Milwaukee 12, Wis. 


Equipment Suppliers . . . 





Ever-Tite Coupling Co. Inc. has taken 
over larger space for its executive offices 
at 254 W. 54th St., New York, N.Y. 
Company says the expansion enables 
customers visiting New York to discuss 
individually with sales and engineering 
departments their special coupling re- 
quirements. 

& 

White Motor Co, is now represented 
in Buffalo, N.Y., by the newly-formed 
Buffalo White Truck Inc. N. W. Bodnar, 
former manager of the company’s branch 
at 85 Michigan Ave., has acquired White 
branch facilities and now heads the new 
distributorship. 


@ 

Colonial Electric Products, E. Paterson, 
N.J. has appointed Potter-Weil Co., 3821 
N. Ashland Ave., Chicago, as exclusive 
factory sales agent for its line of serv- 
ice-station lighting equipment. Potter- 
Weil will market Colonial’s new “Pow- 
erama” island canopies as well as: its 
all-aluminum line of island T and area- 
lights. 

* 

Dura Corp., Detroit, has acquired an- 
other division, Page and Page Co. of 
Portland, Ore. Page and Page produces 
heavy-duty truck and trailer suspensions. 
Last year Dura acquired the Weaver 
lift and jack business at Springfield, Ill. 


& 

Hallidie Machinery Co., Seattle, has 
discontinued its oil equipment depart- 
ment. Lines formerly handled have been 
taken over by Hallidie employes who 
have formed new firms in Seattle and 
Portland. 
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Designed for TBA Profits! Here’s why: 


e COMPLETE LINE —reinforced and regular grades, a 
size to fit any vehicle. 


e QUALITY PRODUCT~—zgives customer satisfaction, 
builds profitable repeat business. 


e PACKAGE D—more effective 
display, easy handling. 


e ADVERTISED 
—to your dealers. 





CAMPBELL CHAIN COMPANY 
YORK, PA. 





ove time... Save storage space with these new Searle Nozzle 
Repair Kits. Each kit ¢ commonly replaced items .. . 
for quick easy repair 

SEARLE also make a complete line of gaskets & packings for Service 
Station dispensing & hydraulic equipment 


complete 


information earle LEATHER & PACKING CO. , P.O. Box 32188 
2105 N. Marianna Ave. Los Angeles 32 


151 





Equipment 


National Assn. of Oil Equipment Job- 
bers has applications for active member- 
ship from these three companies: O. R. 
Cote Co., 556 St. James Ave., Spring- 
field 9, Mass.; Mid-South Steel Products 
Inc., 1500 Riverview Dr., Cape 
Girardeau, Mo.; Baden Equipment & 
Construction Co., 3303 Goodfellow, St. 
Louis 20, Mo. 

e 

Ansul Chemical Co. has under devel- 
opment a new fire-extinguishing agent 
consisting of silicon-treated potassium 
bicarbonate. It’s said to be fast-acting on 
gasoline fires on trucks, at bulk plants, 
and service stations. 


Equipment People . . . 





Harold S. Huntsberry has been named 
operations manager of Aro Equipment’s 
domestic branch offices. The branches 
are located at New York, Elizabeth, 
N.J., Detroit, Chicago, Minneapolis, and 
Los Angeles. Huntsberry was formerly 
manager of the Detroit branch. 

2 

Gus Treffeisen has been named man- 
ager of marketing of Alemite lubrication 
products and of automotive, industrial, 
marine, industrial, and other gauge and 
instrument lines of Stewart-Warner. He 





Get 
plush 
profits 
anda 
plush 
poodle, 
too! 














MAC'S SUPER 


YG 


FREE 


... from Mac’s, your 
most unusual 
premium offer ever — 
a plush, life-like 
poodle! Just order 

12 each of these three 
fast-moving Mac’s 
radiator products. 
You get a big 16” 
poodle and big profits, 
too. Be sure to order 
your supply today! 


GLOSS ‘CO., INC. 





succeeds E. N. Robinson who is now 
general manager of the Alemite and In- 
strument Div. 


Swa Northup 


Kenneth W. Sward has been named 
general manager of the Weaver Manu- 
facturing Co. Div., Dura Corp., succeed- 
ing Eugene A. Costa resigned. At the 
same time Edward S. Northup has been 
named assistant to the general manager. 
Sward was formerly general manager of 
the Danville Products Div., and vice 
president and director of the parent cor- 
poration. Northup was formerly product 
manager of the Westinghouse electric 
housewares and bed covering department 
at Mansfield, Ohio. 

* 

Jack Leishear and Allan Gardner have 
formed a new company to handle sales 
of petroleum equipment in the Baltimore, 
Md., area. The new firm is Mid-States 
Equipment Sales Corp., 1528 N. Gay St. 
Gardner was formerly sales engineer 
with the Ralph N. Brodie Co. He be- 
comes sales manager of Mid-States. Lei- 
shear will continue to direct the activi- 
ties of H. S. Leishear Inc., specializing 
in service and installation. 

» 

J. H. Jones has been named manager 
of the White Motor branch at 1415 N. 
13th St., St. Louis. He is in charge of 
branch sales, parts, and service for 
White and Autocar trucks and tractors. 
Jones was a salesman in the St. Louis 
branch from 1949 to 1959, when he was 
transferred to Cleveland as assistant to 
Harry D. Weller Jr., vice president-sales. 

* 


M. W. Piehl, 

formerly head of 

Alemite lubrica- 

tion and automo- 

tive equipment 

sales to major oil 

companies and au- 

tomotive jobbers, 

has been named 

sales manager of 

the Alemite Div. 

of Stewart-Warner 

Corp. Piehl has 

been with Alemite 

since 1937. In his new post he will di- 

rect the activities of Alemite regional 

managers and field representatives in the 

automotive, farm, and industrial mar- 

kets, as well as special representatives 

in the major oil and other national ac- 
counts groups. 
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the thrifty 


MARKETOR 


SERIES 4800 PUMPS AND PEDESTALS 


forward progress in functionally correct service stations 
need nct be costly with economical architecture and thrifty 
Bowser dispensers or remote pedestals. Bowser’s~modern 
styling with low silhouette provides tomorrow’s look ‘fer 
today’s islands in new or modernized locations. 


“Write for facts about Series 4800 Marketors 


BOW.S E R in C. 


MARKETING DIVISPQN, FORT WAYNE, INDIANA 





\ EFFICIENT STORAGE 


is our 
usiness 





KUW STOKAGE 





























What’s more important to all 
petroleum marketers than efficient 
economical product storage? You will 
PROFIT by consulting Modern Weld- 
ing Company, whose long years experi- 
ence in individualizing proper equipment 
for specific needs is no farther than your 


MODERN WELDING COMPANY., Inc. 
1500 E. Twelfth St., Owensboro, Ky. 


Please mail me Gallonage Computor Chart free [J 
Have your sales representative call oO 


Name 





Company. 





Owensboro, Kentucky 


Burlington, lowa @ Houston, Texas 
Newark, Ohio ¢ Orlando, Florida 


Address 
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WHAT’S 
NEW 





Shock absorbers 

. in the new Superide line are claimed 
to have longer life due to the elimina- 
tion of metal-to-metal contact by means 
of a thin band of nylon surrounding the 
sintered-iron piston. New line carries flat 
price for all cars; and only 8 pairs cover 
more than half the cars on the road. 
United Motors Service, Detroit 2, Mich. 


Wheel aligner 


. works directly off the spindle bolt 
from a special nut keyed to the spindle 
keyway. Entire unit fits in tool case 
12x19x5 in. Requires no permanent stall 
or pit area. Price $209.50. Midwec 
Corp., 601 S. Jason St., Denver 23, Colo. 


Ice melter 


is a white, pelletized material 
claimed to have 30 times the thawing 
capacity of salt at zero F. Manufac- 
turer says new product will not corrode 
concrete, asphalt, or tires nor harm grass 
and shrubs. Revere Chemical Corp., 
2010 E. 102nd St., Cleveland 6, Ohio. 


Seat-cover line 


. is claimed to allow station operators 
to carry a full line of colors in a variety 
of fabrics with a fraction of the inven- 
tory formerly required. Super-stretch 
vinyl makes installation easy. Farber 
Bros. Inc., 821 Linden Ave., Memphis, 
Tenn. 
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Reusable cans 

. suitable for gasoline, have been in- 
troduced for new “shop” sizes of four 
Prestone products: Prime gasoline-line 
antifreeze, Prestone water-pump lubri- 
cant, and two grades of Prestone brake 
fluid. Union Carbide Consumer Products 
Co., 270 Park Ave., New York 17, N.Y. 


Battery hydrometer 


. at a list price of $2.60 features 
minimum exposure of barrel for pro- 
tection against breakage. Thermometer 
is encased in shock-proof rubber tip. 
Readings corrected for temperature of 
electrolyte. Imperial Brass Mfg. Co. 630 
W. Howard St., Chicago 48, Ill. 


Marine Gumout 


. is the name of a new carburetor 
cleaner for use in both inboard and 
outboard marine engines. Used directly 
with the fuel to remove gum, varnish, 
and moisture. Packaged in pint cone-top 
cans, retail price is $1.69. Pennsylvania 
Refining Co., 2628 Lisbon Rd., Cleve- 
land 4, Ohio. 
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Filter merchandiser 


. for air filters is designed for maxi- 
mum versatility. Two wall racks with 
demountable shelves can be hung side 
by side or bolted one above the other 
on an aluminum-tubing base for use as 
a floor display. Wix Corp., Gastonia, 
N.C. 


Mirror kit 


. is a double-extension unit for trail- 
ers of anodized aluminum with a double- 
swivel joint. Includes an _ extendable 
mounting-bracket. Maximum extended 
length 24% in.; closed length 13% in. 
R. E. Dietz Co., 225 Wilkinson St., 
Syracuse I, N.Y. 


Waterproof lantern 


. works under water and floats. The 
Eveready Hydrolite No. 250 is designed 
for hunters, fishermen, skin divers, 
yachtsmen, and construction workers. 
Retail price of lantern $13.45; of bat- 
tery $1.19. Union Carbide Consumers 
Products Co., 30 E. 42nd St., New York 
17, N.Y. 
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Piggy-Back to Puerto Rico 
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FILTERS SEA LAND SERVICE 
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SEA-GOING TRAILER loaded with 9,000 filters gives Fram Corp. a chance 
for some unusual advertising. Consigned to San Juan, Puerto Rico, the trailer 
was loaded intact aboard ship at Newark, N. J. 


NEWS 
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TBA Literature ... 





Boat-trailer tires 


. and wheels are covered in a special 
four-page brochure. Gives pressures and 
load capacities of popular sizes. Also 
gives specifications on boat-trailer wheels 
for the do-it-yourself trailer builder. 
B. F. Goodrich Tire Co., 500 S. Main 
St., Akron, Ohio. 


Poster catalog 


. Offers over 100 ways to advertise 
products, services or special events with 
outdoor displays. illustrates stock and 
custom-made display items including 
packaged displays for grand openings, 
open houses, and holidays. Pratt Poster 
Co., Printcraft Bldg., Indianapolis 5, 
Ind., Att. R. D. Pratt Jr. 


Tuneup booklet 


. . . presents the market potential for 
small shops and the effect of a successful 
tuneup service on other lines. Suggests 
type of equipment and parts needed 
together with prices. Also discusses ma- 
jor oil company attitudes. C. E. Niehoff 
& Co., 4925 W. Lawrence Ave., Chicago 
30, Til. 


Tuneup chart 


. . gives specifications on plugs, distri- 
butors, regulators, fuel pumps, idling 
speeds, and _ original-equipment part 
numbers. Covers all passenger cars from 
1952 through 1960, including the new 
compacts. Price 35¢ each. Automotive 
Electric Assn., 16223 Meyers Rd., De- 
troit 35, Mich. 


Air-filter catalog 


. . covers many new numbers that have 
been introduced as running changes on 
1960 cars. Catalog illustrates each num- 
ber and gives application and dimen- 
sional data not available elsewhere. 
Includes cross-reference chart. Dept. AF, 
Wix Filter Corp., Gastonia, N.C. 


TBA Suppliers .. . 





Latest AC premium is a completely- 
submersible automatic coffee maker. It’s 
available to dealers for an extra $21.80 
with an order for 24 AC Triple-Trapper 
oil filters. The package deal includes 
seven extra filters whose sales recover 
entire cost of the premium for dealer, 
says AC, 

* 

Hunter Engineering Co. has designed 
a fluorescent merchandising panel for 
use with its Lite-A-Line wheel aligner. 
The plastic-and-metal panel, 75x10 in., 
can be mounted on the aligner-group 
chart frames, hung on the station wall 
or in a window. 

> 

General Electric’s miniature lamp de- 
partment is offering a magnetic gasoline- 
cap holder as a premium with orders for 
one case of Suburban headlamps and a 
package of rear lamp-type bulbs. The 
magnetic holder, called a G-E Cap-Trap, 
carries the words “Check All Lights.” It 
fits on the pump-hose nozzle. 

* 

Tidewater, on the West coast, has in- 
troduced its version of a passenger tire 
with a non-squeal tread. The new pre- 
mium, Flying A Safti-Ride tire, uses a 
new tread compound called “Dynapol.” 

* 





PLING CO IN 


t New York 19. N_ Y 





The International Equipment Div. of 
Morrison-International, manufacturer of 
outdoor tire racks sold by Three Star 
Sales Corp., is now in production in a 
new plant at 2485 Walden Ave., Buf- 
falo. Morrison was acquired by Ryder 
Systems Inc. early this year but con- 
tinues to operate as a separate corpora- 
tion, headed by Nicholas B. Provenzo, 
vice president. 


7 

Delco-Remy includes a combination 
plug-and-point servicing tool in its cur- 
rent “Caps Off” promotion package. The 
tool serves as gage for both ignition 
points and spark plugs and may be used 
for filing and gapping spark plugs. 

e 


United States Rubber Co. expects to 
open 28 company stores in the Los 
Angeles metropolitan area this year. 
Like other stores the company is estab- 
lishing as part of its national program, 
these will handle TBA merchandise only 
and will provide necessary related ser- 
vices. 

° 

Kerr-McGee Oil Industries Inc., with 
headquarters in Oklahoma City, Okla., is 
now promoting the B. F. Goodrich TBA 
line, through its Deep Rock stations, un- 
der a commission-override contract with 
the tire manufacturer. Eddie Jabara is 
TBA manager, Ralph J. Huering is sales 
manager and W. H. Doyle is marketing 
vice president. 

+ 

The gap between new and retread mud- 
snow tires was narrowed considerably 
recently when Goodyear initiated price 
cuts of 10% to 15% in new mud-snow 
treads. Most of the industry met the cuts 
at once. 

* 

The Atlas battery line has been ex- 
panded by the addition of a third 12-volt 
size in the premium price class. At the 
same time all of the Atlas 12-volt heavy 
duty batteries have been upgraded by the 
incorporation of new rubber separators 
and other construction features including 
new gold-painted containers. 

= 

Wix Corp. is offering a special as- 
sortment of six filter cartridges that will 
take care of 85% of foreign cars. With 
each assortment, dealers get a window 
streamer and cartridge selector. 


. 
Pure Oil has added 12-volt, heavy- 
duty models to its battery line for the 
first time. In spite of the additions the 
new Poweramic line still has only nine 
types of batteries. 
e 
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“MOLY” Grease _ 


oa. 


pumps profits two ways av 


more lube jobs . — 
more Gas and TBA sales 


In service station after service station, it has been proved 
that “Moly” Grease not only brings in new lube business— 
but also results in increased gas and TBA sales. Some recorded 


increases have been as high as 100% in a few short months! 


There’s good reason why it will work for you, too. Your 
own branded grease . . . with Molysulfide® added . . . gives 
you the first grease development in years with dramatic pro- 
motional possibilities. ‘Moly’ Grease makes steering easier, 
riding quieter, and it reduces wear. These are only a few of 
the talking points your dealers can use to increase their 


service station traffic. 


Prove it to yourself! Write for a free 14-ounce test sample 
of “‘Moly” Grease. Try it in your own car and see if you don’t 
experience easier steering and quieter riding. We'll also send 
you facts and figures as evidence that “Moly” Grease can 


build sales for you. Write to: 


waver CLIMAX MOLYBDENUM COMPANY 


a division of American Metal Climax, Inc. 


1270 Avenue of the Americas, New York 20, N.Y. 





LEAKPROOF 


electrically welded 
flaring pails 


LEAKPROOF PROTECTION 
FOR HARD-TO-HOLD PRODUCTS 


Hard-to-hold products take to Continental’s Flaring Pails 
the way ducks take to water. These are the perfect con- 
tainers for liquid roofing cements, paint and petroleum 
products, dry or powdered materials. 


EASY NESTING 
SAVES STORAGE SPACE 
Continental’s Flaring Pails nest easily and safely. And 


because they take up less room than straight-sided pails, 
they save storage and shipping costs. 


™ 








9,000 vs. 3,000 


A boxcar holds 3 times as many 
flaring as straight-sided pails. Same 
5-gallon capacity. 


Cr 


SINGLE ELECTRICALLY 
WELDED SEAM FOR STRENGTH 


Continental’s Flaring Pails are rugged enough to take 
even the roughest punishment. The single electrically 
welded seam adds strength to the pail... gives leakproof 
protection for every product. 











CONTINENTAL 
CAN COMPANY 


é 
oe Seeecese 
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Eastern Division: 100 East 42nd St., New York 17 
Central Division: 135 So. La Salle St., Chicago 3 
Pacific Division: Russ Building, San Francisco 4 
Canadian Division: 790 Bay St., Toronto 1 

Cuban Office: Apartado 1709, Havana 


NATIONAL PETROLEUM NEWS * October, 1960 





TBA People 


Gene P. Robers 
has been named 
general sales 
manager of the 
Thermoid Div., 
H. K. Porter Co. 
and will be head- 
quartered at the 
Porter Building in 
Pittsburgh. He has 
been vice presi- 
dent for market- 
ing of Carter 
Carburetor Div. 
of ACF Industries and before that was 
general sales manager of the Weather- 
head Co. He has just completed a two- 
year term as president of the Automotive 
Electric Assn., and is currently vice 
president and director of Automotive 
Service Industries Assn. 


Norman R. Hogenson and F. E. 
Urban have been named assistant district 
managers for the Bendix Products auto- 
motive service sales department. Hogen- 
son is located at the east-central district 
at Detroit; Urban at the west-central 
district at Chicago. Both will be respon- 
sible for the promotion of the Bendix 
new lined brake-shoe program. 

* 


Robers 


James K. Wall 
has been named 
regional manager 
in the national 
accounts division 
of Fram _ Corp. 
From _headquar- 
ters in Atlanta 
he will cover 
the southeastern 
United States. A 
native of Nash- 
ville, Tenn., Wall 
has been’ with 

Fram since 1958 as a sales engineer in 
the jobber sales division. 
* 

Roy A. Barron is in charge of Dayton 
Tire’s newly organized Memphis sales 
district, located at 305 W. Trigg Ave. 
He was formerly a field merchandiser 
covering Ohio. Memphis facilities will 
serve dealers in western Tennessee, west- 
ern Mississippi, and Arkansas. 

oe 

Benjamin 0. 
Dalbey has been 
promoted to brand 
sales manager for 
Gould - National 
Batteries Inc. He 
was formerly as- 
sistant brand sales 
manager and west- 
ern regional sales 
manager. A native 
of California, 
Dalbey was sales 
manager of Hobbs 

Battery Co. when that firm was acquired 
by Gould-National. 





John B. Vanderzee has been named 
sales manager of battery separators for 
United States Rubber Co. He will make 
his headquarters at the Providence plant 
where the separators are produced. Van- 
derzee was formerly in the company’s 
grinding-wheel sales department, moving 
over to battery separators in April of 
this year. 

es 

Kenneth N. Mariott, TBA manager, 
Shell Oil Co. of Canada Ltd., is the 
new chairman of the Canadian section 
of the Oil Industry TBA Group. He was 
elected to a two-year term at the annual 
convention in Toronto in May. 


we- 
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John R. Mail heads the new regional 
sales office recently established by Delco 
Remy Div. of General Motors at Mil- 
waukee. For the past year he was region- 
al sales manager at Detroit and before 
that served as a project and staff engi- 
neer 

s 

Edsel D. Stewart has joined the 
Chemstrand organization as a merchan- 
dising specialist with headquarters at 
Akron. He was formerly a development 
field engineer for Goodyear serving as 
technical liaison between the tire sales, 
service, production, testing, and develop- 
ment departments. 


“MY DISTRIBUTOR SWITCHED TO RICHFIELD — 
NOW I’M TOP MAN ON THE TOTEM POLE!” 


Your Dealers — and you 


can be top men in your town when 


you become a Richfield Distributor. You’ll get the very highest 
quality in products, in merchandising, in advertising and in 
supplier help and cooperation. PLUS the exclusive benefits of 
this unwavering policy: Richfield does not market its branded 
products in competition with Richfield branded distributors. 
Like to talk it over? Call or write Richfield now. 


Serving the Eastern Seaboard from Maine to Florida 


RICHFIELD 


OIL CORPORATION OF NEW YORK 
708 Third Avenue, New York 17, N.Y. 
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690-H Reattachable Gas Pump Coupling 


aaa Milli 
SNE 
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HOSE COUPLINGS BY 
SCOVILL ANSWER ALL 3 
VITAL QUESTIONS 


620-H Fuel Oil Coupling, 
Permanently Attached 
570-H Gas Pump Coupling, Permanently Attached 


When you next specify fuel oil and gas pump couplings, 
ask yourself these 3 vital questions. . . 


1 Where can I get economical, dependable couplings? Scovill was the first to design and 
manufacture couplings for modern hoses—and is, today, the nation’s leading supplier of fuel 
oil and gas pump couplings. With Scovill couplings, you are assured top quality, trouble-free 
operation. Anchorage on Scovill couplings is positive and permanent (Scovill couplings are 
subjected to as many as 7,000,000 cycles in flexing tests without signs of failure!) Scovill 
ferrules are of high strength, cold drawn copper alloy with straight sides that parallel the 
body. They have rounded edges—will not snag on curb stones or shrubbery. And the retaining 
grooves in female section hold. washer in place—prevents loss when coupling is disconnected! 
2 Where can I get immediate delivery? Scovill maintains a wide range of strategically placed 
sales offices and warehouses. They stock a full line of all couplings—from 34” to 3” in fuel oil 
couplings . . . and all standard sizes in gas pump couplings. Orders are processed and shipped 
without delay. 3 Where can I get immediate service and expert advice? Scovill has the largest — 
and the finest —sales and service force in the industry. They stand ready to consult with you 
wherever and whenever you wish. For complete information, write: Scovill Manufacturing 


Company, Industrial Coupling Division, Waterbury 20, Conn. pe ef 
Hose couplings by SCOVILL 


MAIN OFFICE: 99 MILL STREET, WATERBURY, CONN. © CLEVELAND: 4635 W. 160TH ST. » GREENSBORO: 1106 EAST WENDOVER AVENUE ¢ HOUSTON: 2323 UNIVERSITY BLVD. 
SAN FRANCISCO: 434 BRANNAN STREET « TORONTO: 334 KING STREET, EAST 
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WHAT’S 
NEW 
IN 
PREMIUMS 





ORNAMENTAL BADGES attach to auto- 
mobile with adhesive backing. “Safety 
Sheriff” badge is priced at 45¢. Confed- 
erate flags are 35¢. “Official U. S. Gov- 
ernment Taxpayer” badge is 45¢. Racing 
flag and eagle insignia is 40¢ Prices are 
for bulk orders. Bobrow Industries, 814 
Broadway, New York 3, N.Y. 


BABY CHRISTMAS TREE is a two and a 
half year old seedling about 8-in. tall. 
It comes in a gift package with a card 
backing. Unit price is 10¢. Orchids of 
Hawaii 305 Seventh Ave., New York 
Bj-INcE. 


CHRISTMAS STOCKINGS come in 4%-, 
5- and 6-ft. sizes. Contents include candy, 
games and toys aimed at the 4-12 age 
range. Discount is generally 50% (the 
412-ft. stocking lists at $9.95) but drops 
on large volume orders. Deliveries begin 
October 1. Deco Associates, 5466 S. Cor- 
nell, Chicago 15, Ill. 


SHAKER AND TILE SET is decorated with 
historical firearms, each with an explan- 
atory caption. The tile has a cord and 
plug to keep it warm. Each set is packed 
in a gift carton with a greeting card. 
Price for 100 is $8.95 apiece. Advertiser's 
Publishing Co., 944 Wall St., Ann Arbor, 
Mich. 


WRECKER TRUCK for junior is priced at 
$2.50 in orders of over 1,000. It measures 
6-in. high, 13%-in. long. Six are packed 
to a carton. Special decals or paint can 
be had at extra cost. Tonka Toys, Mound, 
Minn. 
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FLYING HELICOPTER made in Hong Kong 
is a self-liquidator that sells for 50¢. 
Made of durable plastic, the toy flies up 
to 50 feet in the air. A rubber-banded 
powered launcher is included. Mailed di- 
rect from Hong Kong. Around-the-World 
Shoppers, 829 Newark Ave., Elizabeth, 
N.J. 


EGG-NOG SET includes a 4-qt. bowl, 
red snowflakes and green lettering. “Tom 
and Jerry” lettering is also available. All 
are packed in a gift carton. Unit price 
ladle. Bowl and mugs are decorated with 
eight 6-oz. mugs, and a sturdy plastic 
on bulk orders is $2. Anchor Hocking 
Glass Corp., Lancaster, Ohio. 


MISTLETOE makes a good Christmas pro- 
motion. Supplier ships it to arrive about 
Dec. 15. Price is 10¢ a unit packed in 
cases of 100. Shown above is mistletoe 
in a windowed carton. Orchids of Hawaii, 
305 Seventh Ave., New York 1, N.Y. 
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There’s a place in 
your program for... 


Advertising 
Thermometers 








Send for catalog... ti wet 
Get Ohio’s quote... No obligation! 


Hundreds of advertisers—including some of the 
largest—are using the tremendous sales-power 
of Ohio Thermometers to reach weather-con- 
scious America. Everyone is interested in the 
temperature—everyone looks at a thermometer! 
Your message is seen over and over during the 
extra long life of an Ohio Thermometer—and 
at a remarkably small cost, too. 

Take your choice of dozens of sizes, designs 
and types either standard or custom-made to 
suit your needs. There are all sizes ranging from 
the very smallest up to thirty-nine inches. 
Tube or dial types... models for wall, desk, or 
window ... thermometers for inside or outside. 
Colors and copy to your specification. Each is 
accurate, rust-resisting, silk-screened and indi- 
vidually packaged. 

You'll see an Ohio Thermometer somewhere 
today. Let it remind you that here is an out- 
standing advertising medium that you can use. 


Thermometers ...rain gages... barometers 


THE OHIO THERMOMETER CO. 


13 Walnut Street, Springfield, Ohio 








aC. Ue PAT, OFF, 


KEEP RIGS ROLLING 


with KIM HOTSTART Electric For your DIESEL 
Pre-Heater! — Engines are 


kept warm between runs, & GAS ENGINES 
eliminating inside heated 

terminals, KIM provides in- 

stant cold weather starting; 

reduces service tie-ups and 

costly repairs. KIM plugs in- 

to an electric circuit; draws 

off cold water from engine; 

heats and circulates it 

through engine. Approved SEE YOUR DEALER 
and used by all major en- Prod ym ll 
gine manufacturers. 





Built for fast, 
cost-saving deliveries 


TIME SAVER: 


ROPER SERIES 3600 TRUCK PUMP 


40 TO 300 GPM * PRESSURES TO 100 PSI 


Time is money! And speedy Ropers help keep de- 
liveries on schedule because they make short work 
of liquid transfer . . . their rugged, service-proved 
construction makes them highly dependable for day- 
in, day-out heavy duty operation. There’s a Roper 
in the size to fit your needs, whether pumping thick 
or thin clean liquids. Next time — specify Roper! 


Roper Hydraulics, Inc. ROPER 


COMMERCE, GEORGIA ROTARY PUMPS 
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Number 104 in a series of bulletins for the Petroleum Industry 





Foam killer 
finds new uses in 
gas scrubbing 


The primary use of DuPont's 
OCENOL® anti-foaming agent in the 
petroleum industry has been as a foam- 
breaker in the Girbotol process. 

Now OCENOL is finding increasing 
use in atmospheric and vacuum dis- 
tillation processes. Full-scale use in 
several such operations indicates that it 
is one of the most effective anti-foam 
agents available for the job. 

And it has cost-saving advantages, 
too. OCENOL carries a low price tag, 
works effectively in concentrations of 
0.1 to 0.3 lb. per 1,000 barrels. The 
result is that on a performance basis 
you pay a very low price to break foam 
with OCENOL. 


What OCENOL is 

OCENOL is a technical grade of oleyl 
alcohol rich in cetyl and unsaturated 
C,, alcohols. It is available in two 
forms: OCENOL and OCENOL P. 
OCENOL P contains a lower propor- 
tion of unsaturates than OCENOL. In 
some applications, the products can be 
used interchangeably. 

OCENOL may be the answer to 
your foaming problem. Write direct to 
Wilmington for technical data, or con- 
tact your Du Pont Petroleum Chemicals 
representative. 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. |. duPont de Nemours & Company (Inc.) 
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How to stop paying for sludge in 
distillate and residual fuels 


One shovelful of sludge. Looks like so 
little. Yet you pay for it three times in 
the marketing of a distillate and resid- 
ual fuel. 

You pay for downtime and labor 
when storage tanks must be de- 
sludged. You pay for lost product. You 
pay for excessive filter and strainer re- 
placement, or for handling complaints 
from customers who have these prob- 
lems. 


This is money you do not have to 
spend. Care in handling, in the blend- 
ing of fuels and in the use of proper 
additives will save you this money. To 
overcome sludge, add Du Pont Fuel Oil 
Additive No. 2 to your product. For 
every 1,000 barrels of residual or diesel 
fuel, you need only a small amount of 
DuPont FOA-2 — usually 5 to 15 
pounds. This stabilizes, solubilizes, dis- 
perses and keeps insoluble particles in 
suspension so they won’t form residue. 

You get just as much burnable fuel 
out of the storage tank as you put in, 
with nothing lost to sludge. 


| 
| 
| 
| 





Customer Benefits. In diesel fuels, FOA- 
2 eliminates or greatly reduces filter 
plugging and injector sticking. One 
user reported that filter life doubled on 
heavy roadbuilding equipment with 
subsequent savings in labor, downtime 
and filter replacement. 

Being nonmetallic, FOA-2 burns 
right along with the fuel, leaves no ash 
or other deposit. Does not contribute 
to sparking problems. 

In residual fuels, FOA-2 prevents or 
reduces tank sludging, burner fouling, 
and strainer and heat exchanger clog- 
ging. 

The Science of Sludge. The petroleum 
industry has used DuPont FOA-2 in 
millions of barrels of diesel and resid- 
ual fuel since its introduction nine 
years ago. At DuPont, sludge forma- 
tion, prevention and removal has be- 
come a science, and our experience is 
available to help you improve the flow 
and burning properties of your prod- 
uct. Call or write for our bulletin on 
FOA-2, or for consultation on sludge 


prevention. 
OVER 








New way fo stabilize 
your grease and oils 


Oxidation is, of course, one of the bit- 
terest enemies of the grease and oil you 
produce. 

The problem looks simple on the sur- 
face: use an antioxidant. 

But what complicates it is cost. Profit 
margins don’t permit you to pay so 
much money for additives that your 
product ends up with a price tag that’s 
out of line with competition. 


Answer from Du Pont 


Now there’s a way out of this problem. 
Currently available is a DuPont anti- 
oxidant that effectively stabilizes 
greases and lubricating oils, protects 
them from oxidation, yet is used in 
small concentrations. 

Called ORTHOLEUM 304, this 
product is an antioxidant with one of 
those jawbreaking chemical names you 





like to roll around on your tongue: 4, 4’ 
tetramethyldiamino-diphenylmethane. 

ORTHOLEUM 304 is a light gray- 
ish granular solid, with excellent stor- 
age stability. Melting point: 190°F. 
Bulk density: approx. 5 Ib./gal. Sup- 
plied in 47-gallon fiber drums contain- 
ing 200 pounds net. 


Samples available 


If you want smooth, uniform texture, 
even when your grease or oil has been 
stored for a time, look into the econo- 
my of ORTHOLEUM 304. The broad 
uses of this antioxidant are illustrated 
by 17 references contained in our lit- 
erature. Ask your DuPont Petroleum 
Chemicals Division representative for 
details and a sample, or write direct to 
Wilmington, Delaware. 








CHICAGO DISTRICT MANAGER 


JAMES M. MOSTYN is manager of the 
Chicago District, DuPont Petroleum 
Chemicals Division. 

Prior to joining Du Pont in 1948, Jim 
worked in the petroleum additives field 
for several years. During his service 





with the Corps of Engineers of the 
U. S. Army, he was assigned to various 
duties in North Africa, Italy, and 
France, for which he received four bat- 
tle stars and a Bronze Star. 

His first assignment with DuPont 
was in the Central Region Laboratory 
of the Petroleum Chemicals Division. 
By 1958 he had become manager of the 
Chicago District office. 

His work with DuPont’s Petroleum 
Chemicals Division has covered labora- 
tory, safety, construction and sales, 
which explains why Jim is especially 
qualified to give technical help to users 
of DuPont tetraethyl lead and our 
other petroleum additives. 

A native son, Jim lives today in the 
same town in which he was born, Sum- 
mit, Illinois. At home his life centers 
around (a) his wife, Lorraine, three 
daughters and two sons, (b) his golf 
clubs and (c) his fine pipe collection. 
Next time you're passing by 8 South 
Michigan Avenue in Chicago, stop in 
for a chat. You choose the subject... . 
petroleum, putts, pipes or potpourri. 








Heard about 
Du Pont’s new 
"hush hush” dye? 


DuPont’s new Oil Color IA has been 
created to identify products which, for 
various reasons, you choose not to give 
a distinctive color. 

It’s an undercover dye, an identify- 
ing agent (IA). Though it adds no ap- 
preciable color to your product, you 
can easily detect its presence by simple 
tests. 

For example, a few drops of gasoline 
or kerosine containing 0.5 to 1.5 grams 
of Du Pont Oil Color IA per 100 gallons 
will immediately produce a blue spot 
on a paper towel. 

Smaller concentrations — as little as 
0.03 grams per 100 gallons — can be 
detected by shaking the gasoline with 
a little methanol and acid water and 
observing the color of the methanol 
layer. 

Purpose? You can solve many special 
problems with this unusual dye, in- 
cluding: coding products to determine 
source, brand or grade; identifying 
gasolines for tax purposes; controlling 
proper use of products; deterring pil- 
ferage. 

Ask your Petroleum Chemicals rep- 
resentative for more information. 








SALES OFFICES- 


Chicago 3—8 So. Michigan Ave. 
Cleveland 15—101 Prospect Ave. 


Houston 2— 
705 Bank of Commerce Bidg. 


Los Angeles 17—612 So. Flower St. 


New York 20— 
45 Rockefeller Plaza COlumbus 5-2342 


Philadelphia 2—3 Penn Center Plaza. LOcust 8-3531 
Pittsburgh 22—1 Gateway Center ATiantic 1-2933 
San Francisco 4—111 Sutter St. EXbrook 2-1934 
Seattle 3—4003 Aurora Ave. MElrose 2-6977 
Tulsa 1—1811 So. Baltimore Ave. LUther 5-5578 


In Canada—DuPont of Canada Limited, Petroleum 
Chemicals, 85 Eglinton Ave. East, Toronto 12, 
Ontario HUdson 1-6461 


OTHER COUNTRIES: 
Petroleum Chemicals Division, Export Sales, 
Wilmington 98, Delaware PRospect 4-2962 


RAndolph 6-8630 
MAin 1-3422 


CApitol 5-1151 
MAdison 4-1354 


REG. U.S. Pat. OFF 


Better Things for Better Living 
.-- through Chemistry 


DuPont Lead Antiknock Compounds and other Petroleum Additives 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. 1. duPont de Nemours & Company (Inc.) 


Printed in U.S.A. 





Your Guide to the Market 





MONTHLY PETROLEUM STATISTICS e@ SUPPLY/DEMAND e MARKET OUTLOOK e@ MARKET BAROMETER 
PRICES AT REFINERIES AND TERMINALS e REGIONAL AND LOCAL TANK WAGON AND PUMP PRICES 


This Month's Highlights 


Supply and Demand: More than 80% of distillate heating oils sold in the United 
States this winter will be No. 2 grade—a larger volume than ever before. Here’s 
how distillate supply and demand looks now. .................... page 167 


Market Outlook: October prospects look good for light and heavy oils. Jobbers 
who were waiting for a dip in the spot market seem to have lost the gamble for 
this year. Gasoline shows first signs of weakness 


How fo Use This Section 


Your Guide to the Market is organized to help you put your finger on the facts 
you need, when you need them. Basically, it breaks down into three parts: trend 
analysis, industry statistics, and price information. Here’s where you'll find this data: 


TREND ANALYSIS PRICE INFORMATION 
Supply and demand Market barometer 
Market outlook Key crude oil prices 
Refinery/terminal prices 
STATISTICS Tank-wagon prices 
Petroleum indicators Prices in 55 cities 
State gasoline consumption NPN gasoline index 


ALSO IN THIS SECTION: COMING MEETINGS 
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Petroleum Indicators 
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NPN PRICE AVERAGES* 
Refinery /Terminal 


(¢ per gal.) 


Sept. Aug. 
1960+ 1960 


Gasoline 

(regular) 11.96 11.96 
Kerosine 13.29 41.17 
Distillate 8.86 8.77 
Residual 4.96 4.96 
4 principal 

products 9.36 9.34 
Lube oil 24.42 24.40 
Crude at well 

($ per bbl.) 2.88 2.88 


Sept. 
1959 


11.69 
10.70 
8.58 
4.45 


9.00 
22.05 


2.84 


*Weighted average price, princi- 


pal markets. Crude prices 


middle 


of month, not monthly average. 


tThrough Sept. 16. 





* Hawaii included from March ’60 on. 


MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day)* 


Finished and unfinished eile a mead 


Kerosine (thous. bbl.)** ... 

Distillate fuel oil (thous. bbl. \tt 

Residual fuel oil (thous. bbl.) ++ 

Crude oil—B. of M. (thous. bbl.) 

Crude runs to stills (thous. bbl. daily) 
Foreign crude included (thous. bbl. daily) 
% of refinery capacity operated 


Refinery Output 
Gasoline (thous. bbl. daily) 
Kerosine (thous. bbl. daily) ... 
Distillate fuel oil (thous. bbl. daily) 
Residual oil (thous. bbl. daily) 


Crude Supply 


U. S. crude oil production (thous. bbl. daily) 
Crude oil imports (thous. bbl. daily) 


*Hawaii included beginning March 1960. 
tThrough Sept. 9, except crude stocks Sept. 10. 


**Includes commercial jet fuel beginning March 1960. 


TtIncludes additional company reporting in 1960. 





September 19607 


188,886 
34,521 
159,108 
47,793 
227,787 
8,276 
1,071 
84.6 


4,261 
395 
1,843 
886 


6,863 
800 


Source of Data: API Weekly Reports, except 1959, Bureau of Mines. 


MONTHLY MARKET TRENDS 


Exports of crude and refined products (thous. bbl.) 
Average station gasoline price, ex tax (¢ per gal.) 
Service station sales—all commodities ($-million) 
+tGasoline consumption (million gal.) 

Passenger cars—domestic shipments (thous.) 
Trucks and buses—domestic shipments (thous.) 
Passenger car replacement tire shipments (thous.) 
Replacement battery shipments (thous.) 

Oil burner shipments (thous.) 


tExcludes Alaska and Hawaii. *New basis. 


Latest Month 
7,591 (June) 
21.77 (Sept. ) 
1,605 (July) 
5,254 (April) 

415 (July) 
64 (July) 

6,377 (July) 

1,926 (June) 
37.1 (May) 
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August 1960 September 1959 


189,240 
33,437 
151,866 
46,729 
234,139 
8,236 
1,045 
84.2 


4,211 
378 
1,854 
852 


6,837 
1,026 


Previous Month 

6,548 
21.75 
1,533 
4,929 
596 

89 

7,099 
1,650 
34.6 


174,128 
31,562 
174,148 
59,429 
250,996 


7,878 
965 
84.8 


4,111 
277 
1,745 
853 


6,856 
983 








Supply and Demand 





No. 2 Sweeps Heating-Oil Market 


Here's how heating-oil supply and 
demand shapes up for 1960-61 


ORE THAN 80% of the distillate heating oils 
sold in the United States this winter will be 
the No. 2 grade—a larger volume than ever before. 
Conversely, a smaller proportion, less than 10%, 
of the kerosine-type No. 1 grade will be consumed 
this winter for space heating. Five years ago this 
grade supplied 15% of the market. Sales of the 
heavier Nos. 3 and 4 grades of distillate heating 
oils will be around 9% of the total market, about 
the same proportion as in the past few years. 
(See chart.) 


The No. 2 grade is a general-purpose, medium- 
light oil for automatic domestic burners. It’s about 
35 deg. API gravity and has a boiling range of 
360-635 deg. F. The No. 1 grade runs about 43 
deg. gravity and distills from 347-533 deg F. The 
No. 3 oil is comparable to the No. 2 grade and is 
marketed principally in the Western states. No. 
4 grade is a heavy distillate or a blend of distillate 
and residual fuel oils, used mainly in commercial 
buildings. 

Geographically, sales of the No. 2 heating oil 
will be heaviest in the concentrated oil-heating 
territory in New England, New York, Pennsylvania, 
and the upper section of the Atlantic Coast. Here, 
the Bureau of Mines reports, sales of the No. 2 
oil in 1959 were 236,872,000 bbl., 72% of the 
total sales of this grade (327,559,000 bbl.). 

The largest area for sales of No. 1 grade heat- 
ing oil is in the Middle West. Here sales in 1959 
were 23,355,000 bbl., nearly 60% of total U.S. 
sales of No. 1 oil (39,708,000 bbl.). 

New York leads states in the consumption of 
distillate heating oils. Sales of No. 2 grade in 1959 





Allocation of U.S. Distillate Fuel-Oil Stocks 
by Refinery Districts, Aug. 26, 1960 and 
Aug. 28, 1959 
(1,000 bbis., API data) 


District Aug. 3 -—* - 


54,970 60,774 —5,804 —9.5 
22,529 25,855 —3,326 —12.8 
77,499 86,629 —9,130 —10.5 
Middle West* 33,064 ' —751 —2.2 
Okla.-Kans.-Mo. 12,458 ; +1,295 +11.6 
Rocky Mts. 3,008 ; —164 —5.l 
Other Inland 8,779 A —786 —8.2 
Total Inland 57,309 ; —406 —0.7 
U.S. except 
West Coast 


Change Change % 
bbis. from '59 





East Coast 
Gulf Coast 
Total Coastal 


134,808 —9,536 —6.6 
West Coast 14,158 15,197 —1,039 -—68 
Total U.S. 148,966 159,541 —10,575 —6.6 


* includes Illinois, Indiana, Ohio, Kentucky, Minnesota, Wis- 
consin, North and South Dakota. 
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Sales of Distillate Heating Oils in the U.S. by Grades 
1950-1959 


¢~ Million Bois. Annually 
440 T T T T T 
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| pi | i 











| | i 
1951 1952 1953 1954 1955 1956 1957 1958 1959 


U.S. Bureau of Mines data 














were 58,845,000 bbl., and of all light heating oils 
64,998,000 bbl. 

New Jersey is second with sales of 44,741,000 
bbl. of No. 2 oil and 48,190,000 bbl. of all light 
oils. 

In the Middle West, Illinois is the largest con- 
sumer of light heating oils. Sales in 1959 were 
21,945,000 bbl. of No. 2 oil and 27,903,000 bbl. 
of all oils. 

The forecast of demand for distillate fuel oils 
in the last quarter of 1960, the first half of the 
current heating season, is 2,220,000 b/d, 6% 
larger than actual sales in the same period in 1959. 
Estimated demand in the third quarter, 1,225,000 
b/d, is 4% larger than actual demand in the third 
quarter of 1959. Actual domestic consumption in 
the first six months of 1960, 371,977,000 bbl., 
was 3.8% larger than in the first half of 1959. 
The over-all weather in 1959 was about 5% 
warmer than normal. 

To start the current heating season, U.S. in- 
ventories of distillate fuel at refineries, 148,966,- 
000 bbl. on Aug. 26, were 6.6% below those of a 
year ago (see table). Refinery production this year 
has been slightly less than it was last. Stocks in 
the country April 1 were 75,119,000 bbl., as 
against 78,951,000 bbl. at the same time in 1959. 
The buildup in stocks from that date to late August 
was 73,847,000 bbl., a year ago 80,590,000 bbl. 

The lower stocks this year are almost entirely 
in the East Coast and Gulf Coast refining districts, 
which serve the concentrated heating-oil market in 
New England and the East Coast. In these dis- 
tricts, distillate fuel-oil stocks, which were 77,499,- 
000 bbl. on Aug. 26, were 10.5% lower than the 
86,629,000 bbl. in storage Aug. 28, 1959. * 





Market Outlook 





October Looks Good 


CTOBER shapes up well for light and heavy fuels. Distillates advanced 0.3¢ 

gal. on the East Coast last month. While this wasn’t the 0.5¢ that most re- 

sellers had been talking up since late July, the increase was on very hard ground. 

This same segment of the industry is saying that “just a little October weather 

ought to push prices the other 0.2¢.” 

In any event, the increase worked out well for those jobbers who took in prod- 

uct from their suppliers during the summer. Those who were waiting for a dip 
in the spot market appear to have lost the gamble for this year. 


Heavy-fuel prices are generally strong. This is true for coastal markets. In the 
Midwest, where a slump in steel operations resulted in some rather steep discount- 
ing for a time, product showed that steel was springing back late last month. The 
discounts tended to fade out, and resellers had some trouble buying for October 
delivery. 

Late in September it was apparent that gasoline had fought the good fight for 
this year. But in spite of record inventories, prices were fairly steady. There 
was the usual evidence, however, of a greater interest in gallonage than in price: 
discounting at wholesale, shading at the pump, and retail price wars. Nothing too 
bad, but the first signs of weakness were there, nevertheless. 


Destination Prices for LP-Gas? 


With the imminent opening of Mid-America Pipeline in the Midwest, the ques- 
tion is being asked whether there can be local-area prices for LP-Gas. Some dis- 
tributors believe destination prices are the only suitable answer to what they feel 
are inequities of area-basis prices. As additional supply lines reach more points, 
they’re saying that a pricing setup that considers local competitive conditions 
seems more desirable. It should help both buyers and sellers: buyers because they 
could get a break without tearing down a broad area, sellers because they could 
grant a necessary discount without destroying an entire market. 


Higher Octane Talked Up in the Midwest 


A one-number hike in regular-grade gasoline octane ratings is being talked about 
in the Midwest. They’re mentioning a 93-octane for Chicago and the chance of a 
92-octane product being shipped in the Great Lakes Pipe Line System. 


Key Crude Oil Prices (as ot september 15) NPN Gasoline Index 


oo OF Dealer T.W. Tank Car 


Wilmington, 31 gravity A (cents per gal.) 
Texas 
West Texas sour, 36 gravity ....... 2.79-2.83 September 15 17.92 12.92 
Mid-Continent si 26097 Month ago 17.93 12.96 
Oklahoma sweet, gravity ...4.. 62-2. 
Williston Basin Year ago 16.50 12.98 
North Dakota, 36 gravity ......... 2.47-2.87 
Pennsylvania Dealer index is an average of dealer tank wagon 
— flat prices ex tax in 50 cities. 
Alberta 
Pembina, flat : Tank car index is weighted average of following 


oo heavy, FOB La Salina wholesale markets for regular-grade gasoline, FOB 

: refineries or terminals: Oklahoma, Chicago District, 

Persian Gulf, FOB Ras Tanura Minneapolis-St. Paul, California, Philadelphia, Jack- 
Arabian, 34 gravity ............ 1.76-1.80 sonville, Boston and Gulf Coast. 
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PRODUCTS VS. CRUDE GULF COAST 


Market Barometer 
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Average prices for crude oil, and four principal refined prod- 
ucts (gaasoline, kerosine, light fuel, heavy fuel)—7 refinery 
markets and 7 crude producing areas, east of California. 
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YEAR 51 


33 33 FF VF 


Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel])—8 refinery 
markets and 7 crude producing areas, including California. 
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Refinery and Terminal Prices 





All prices are supplied by Platt’s Oilgram Price 
Service, NPN‘s associated publication. Arrows 


Diesel oil, shore 
n 


eocksonvilie, Fla 
Kerosine, No. 1..11.1-11.4 
No. 2 10.9-11. 


indicate upward and downward movement of 
the price preceding the arrow. Prices as of 
Sept. 16. Last previous listing: Aug. 18. 


do barges... . 
No. 6 fuel, no 
sulf. guar..... $2.48 
do barges ..... 
Light 


unkers ....$4 14 


Motor Gasoline 


Gulf Coast Cargoes 

100 oct. prem..... 

99 oct. prem.. 

98 oct. prem... ..12 

97 oct. prem..... 

95 oct. prem... ..12-12.25 
93 oct. prem.. 

92 oct. prem.. 

90 oct. prem... . .11-11.25 
87 oct. reg 


Boston, Mass. 
Prem. grade 
Reg. grade 


Buffalo, N. Y. 
98 oct. prem... .. 
92 oct. reg...... 14 


Charieston, S. C. 
Prem. grade 
Reg. grade 


Chicago, I. 
99 oct. prem.. 
98 oct. prem.. 
97 oct. prem.. 
82 oct.reg. 


Detroit, Mich. 
98 oct. prem. .. 15 5 
92 oct. reg... .. ..12.75-13.25 
Heuston, Tex. 

. 15. 45-16.25 


do arges...... 


Jacksonville, Fla. 
Prem. grade 1 
Reg. grade 


Miami, Fla. 
Prem. grade 
Reg. grade 


Minneapolis-St. Paul 
99 oct. prem... .. 
91 oct. reg, 


Mobile, Ala. 
Prem grade... 
Reg. grade... 


Norfolk, Va. 
Prem. grade.... 
Reg. grade....... 


Pensacola, Fie. 
Prem. grade... — 


Port Everglades, Fia. 
Prem. grade..... 
Reg. grade..... os 


Savannah, Ga. 
Prem. —-- 
Reg. grade.......12.75 


Tampa, Fla. 
Prem. grade 
Reg. grade 


Wilmington, N. C. 
Prem. grade 
Reg. grade 


Okla. (Okla. Shpt.) 
99 oct. prem... ..16-16.5 
91 oct. reg. 13.25-13.5 


Okla. Group 3 ix oe ) 
99 oct. prem... ..15 
91 oct. reg. 12. ath a 
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Northeast Texas 

(FOB Ft. Werth/Dallas) 

99 oct. prem... . .15.75-16.25 
90 oct. re; 13.25-13.75 
60 oct. & below. .13 


New Mexico/West Texas 

99 oct. prem... ..14.75-16.254 
90 oct. re: 12.75-13.994 

60 oct. & below. .11.754-12.5 


Ark. (For shpt. to Ark. & La.) 
99 oct. prem. 14 5 

94 oct. prem.... 12.75 

92 oct. prem.. . 12.25 

91 oct. prem.. i 

89 oct. prem.... 11.5 

86 oct. reg. ... 11.25 

84 oct. reg. .... 11 


Kans. (For Kans. destinations only) 
99 oct. prem.... 16.5 
91 oct. reg. 


Western Penna.— Bradterd- Warren 
98 oct. prem.. 15 
93 oct. reg. ....13 


OW City 
98 oct. prem 14. 75-15 
93 oct. reg. 13.25 


California—Los Angeles District 
Rack: 


100 oct. prem.....13.8A-14.5 
98 oct. prem... . .13.3A-15.7 
94 oct. prem... ..12.3A-14.6 
88 oct. reg. 11.34-12.65 
84 oct. reg. 10.8-12.6 


Tank Car: 
100 oct. prem..... 
98 oct. prem... .. 
94 oct. prem... .. 
88 oct. reg 
84 oct. reg. 


Tank Truck (400 gal. or more) 
98 oct. prem. 
88 oct. reg. 


Sar Francisco District 


88 oct reg. 


Distillates & Fuels 


Gulf Coast Cargoes 
41-43 w.w. kero. 9-10 


43-47 4.1. gas oil. 
Bunker C fuel... .$2.30 
Bunker C fuel 

max 1% sulf.. . 


Baltimore, Md. 

Kerosine, No. 1. .10.2 
do bar 

No. 2 f 

do barges 


Heavy Diesel, 
bunkers. .. .. ..$3.96 
Bunker C, 
bunkers. .......$2.52 
Baton Rouge, L. 
Kerosine, No. r 
No. 2fuel. .... 
mpiants shore 


plants 
No. 5 fuel. 


bunkers. .. .. $2.30 


Boston, Mas: 


$4 .662-4.746 
bunkers... «$2.37 


Range a NOT. easel 11.68 


0. 2 fuel 10. 43-10.68 
5 tuet. high 


cmgyee No. “1..10. 1azi0. 3 


No. 2 fuel....... 9.1A4-9 
Diesel oil, oe. 


plants..... or -9.7 


No. 5 fuel. .....$3.31 
No. 6 fuel no 


bunkers 
Buffalo, N 


Kerosine ta) 
Be fo 


No. 6 fuel. 


Phen ii wae een the 
. eoreiel consumers are 0.15¢ higher, 


Charieston, 8. C 
Kerosine, No. 1. .10.6 
No. 2 fuel 8 


do barges... 
Light Diesel. 
dom eee 
Bunker C, 
bunkers....... $2.49 


Chicago, Ill. 


Range oil, No. 1. .10.25-12.35@ 
1.35A 


No. 2 fuel.......9.5-1 
=. —— low 


No, "tl high 
ea 8.65A 


Cleveland, Ohio 
No. 5 fuel..... FP 
No. 6 fuel. ......9.5° 
*Delivered Cleveland 
Corpus Christi, Tex. 
No. 6 fuel, no 
sulf. guar......$2.43 
do barges. ....$2.40 


Bunker C, 
bunkerS..... «$2.40 

Detroit, Mich. 

No. 6 fuel. pegs > 

Houston, Tex. 


nker 
bunkers 


New York Harbor 
Kerosine, No. 1. 
do barges... ..9.9 
No!2 fuel.......9. 
do barg *~appon . 
Diesel oll shore 


Kerosine, No. 1.. ry a 6 


bunkers...... 


-$2.30-2.40 
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Cc, 
bunkers... ....$2 52 


Fla. 
10.2)-11.3 
10.6 11.1 
pt 10 611.1 
No. 6 fuel, no 
sulf. guar......$2.50 
do barges... . $2.47 
Light Diesel, 
unkers.......$4.662 


Bunker C, 
bunkers.......$2.37 


Providence 

flerssine, tion | “10. 1v- w. 3 
BRS: .1W-9.3 

Diesel ’ shore 


$4.704 
= «$3.78 
$2.39 


..10 75-11.2 
105-11 


do barges. . 


Bunker C, 
bunkers 


. $3.36 
$3 02 


$4.14 
Okla. (Okla. shpt.) 
42-44 w.w. 
10.625 4-11 
. eae -10 825A 


aH 
$i 190" 


oo oe Group (Northern shpt.) 
teeresine. ....10.54-10.625A4 
58 & above d.i. 
Diesel.........10A-10.5A 
No. 1 fuel.......104-10.25 


94-9 
No. 6 fuel $1.80-$1.90 


Northeast Texas 
(FOB Ft. Worth/Dalias) 
42-44 w.w. 
ey ..10.5-11.1 
58 - ~ a4 di. 
9.75-10.5 


No. 6 fuel **""$2.20-2.50 


New Mexico/W. Texas 
42-44 w.w. 
kerosine 10.5-11.25 
58 & above d.i. 
5-10.7 


-10 2a}. oA 
Ht 90-2.52 


Kansas (for Kan. destinations only) 


42-44 w.w 
herosine. + 10.875A-11 


52 & belo mer 
sa 
10 $pc10.625A 
10.5 


$i -2.10 


Ark. (For shpt. to Ark. & La.) 
42-44 ww. 
kerosine eet 125 


gh 
Kerosine 11.05 11.95 
50 cetane Diesel. .10 3-11 | 
1 fuel.......11.05 117 


No. 
No. 2 fuel. . .10.05-11.45 


36-40 gravity fuei.10.25 
California—Les Angeles Dist. 
Rack: 


Stove dist. 
PS -, ..8.25-12 


~ --7.75-11.25 


$1.95-2.35 


$1.95-2.35 


Tank Truck (400 ga. o mere) 
40-43 w.w 


PS 200.........14 3 
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$2.85-3 03 
.-$2.40-2 58 


owas > 4.8 


Pacific Coast 
Ships’ bunkers, or deep tank iets 


Natural Gasoline 


Prices are to blenders on freight basis 
shown; shipments into tank cars or pipe- 
lines may originate in any Mid-Continent 
district. Prices on basis of last sale unless 
otherwise designated. 


FOB Group 3 
Grade 26-70 
45e¢ 


FOB Breckenridge, Tex 
ao 26-70 
¢ 


LP-Gas 


Producers contract prices, tank cars 
~— bmg 

cagews 9.05A-9.3A 
Philadephia ie 8.8A 
Okiahoma 


p 4 5A- 
Baton Rouge.....5.625A 


Lubricating Oils 


Western Penna. 
be Neutrats— No. 3 Col. Vis. ar 


ro vis. (180 at 108°) 428 to 425 flash 
80. ts (143 at 10-0 to 405 flash 
25 p. 27-28 


Sethe bac” 
145 to 155 vis. at 210, No. 6 Col. 
25 p.t. 25 


Cylinder stocks 
600 s.r. eeeante A 


Mid-Continent 

FOB Tulsa basis, for domestic shipmen 
only, bright stock, vis. at 210° seutrats, 
vis. at 100° 0-10 pp. 


Bright Stock— Conventional 
200 vis. D 

10-25 p.p....... 26 
“rade os 
150-160 wa. © 
10-25 p.p........23.5 


120 vis. D 
0-10 p.p.........23 


Bright 
150-160 vis. 
0-10 p.p., 95 wi. .26-27 


Gulf Coast 

Solvent Refined Olls from Mid-Con- 
tinent grade crude: FOB ship at Gulf for 
export 

Bright Stock, vis. at 219 

160-160 vis. 

0-10 p.t. 95 w.L.. .26 

Neutral panting: | yu 86 v.l. 0-10 p.1 


South Texas 
Vis. at 100° F., FOB S. Tex. refineries tor 
domestic and/or export shipment. 


-- 16.5 

--18.5 
19 
ae 


2 en 
2200 vis. No. 





Tank Wagon Prices 





Prices for gasoline do not include taxes; they 
do, however, include inspection fees, amounts 
of which may be obtained by writing to NPN. 
Gasoline taxes, shown in separate column, in- 
clude 4¢ federal, and state taxes; also city and 
county taxes as indicated in footnotes. 


Mobil Oil 


Gasoline *Mobil Kerosine 
Yard T.W. 


Taxes T.c, 
New York City 
Manhattan 


_ Rey ees acbities eae as 
Binghamton 
Buffalo 


et tet at tt tet pet et pet pd et et 


AMMO AMwWw OHBOMWOSSVNPNMNND 
en 


SN ONS SNS 


Providence, R. I.. Sr Toaswetions - 
oh eae 
re eu 


*Com. cons. t.c. prices 0.15¢ higher 
Taxes: NYC prices are ex 3% city sales tax; Syracuse prices ex 2% ci 


OOHAOVeSww PUSOUNS Bayh 


at ne bet tat fat pet pt pt pt fe # 
eet ee ee et pet pet pe» 
Soa: 


Kerosine tank wagon prices also do not in- 
clude taxes; kerosine taxes where levied are 
indicated in footnotes. Discounts, if any, are 
shown in footnotes. These prices in effect Sep- 
tember 15, 1960, as posted by principle market- 
ing companies at their headquarters’ offices, but 
subject to later correction. 


Mobilfue! 
*Diesel 


“(N 2F 
T.c ' 5 ang 


©: : 
w 
ew: 


. 
: 
‘ 


nv! 
Pee ee 


nw we 


=Se: wo: wo: 

Qrol o: wil 
nn 

oe 

4 SDebonuna 


_— 
uo 


o-e: 
>it wa 


. 
i 


©: eceSeocossS--—Sowe: w: 
+ mensomweonal wa’ 


© ot ot eet pt oe 
+ SO==SSeww! 


eee 


uo 
uo 


oe . 
_—— + 
* ww. - 

oo 


os 
>>: 


_ 
_-—~o 


.- 
{ wuwo swe ow: wow! 

= 
tS eww wWReonunununensaal 


w~ * 


: ity sales tax; f 
Discounts: Mobi! Kerosine & Mobilheat—NYC (all boroughs) & Mt. Vernon, t.w. less 0.5¢ for deliveries of 3C0 gal or more. Vobilfuel Diesel—All points, tw. less 0.5¢ for deliveries 


of 800 gal or more. 


Notes: Premium-grace t.w. prices 3.5¢ above regular. Jamestown tc. prices are delivered, all other tc. prices FOB bulk terminals 


Atlantic Atlantic Gasoline 
Refining : 


Philadelphia, Pa 
Reading 
Allentown 
Harrisburg 
Wilkes-Barre 


ee RI Pr 
Wilmington. Del 

Hartford, Conn 

New Haven. 

Boston, Mass. 


—— 


Providence, R. 1.......... ue 
eae 
Newark... 

Albany, N.Y 

Binghamton 


- 


Rochester 


tt tt et tt tet ew 
AP HAAANSSP s es Non 
+ Or OCUMESNVDS Hw: - mn 


He OOOODOCOCWOWOH CWOOCKHOKVOOWOWOWVOUCOwW » 
© ewes 


coooooocoo Sooo oOMMOOOS COSCO OCSoOCS 


Nanannaw nw 
&Onmwwwe cod 
ee et tt et tt 


a—State and federal taxes only 
b—Fair-trade minimum service-station price 
c—Fair-trade minimum service-station price 


Heavy Fuels 


0. 
WONG 5.5. foisdescacastccel scans, AN 7.81 


Notes: Premium-grade t.w. prices 3.5¢ above regular. Kerosine—Penna. add 1¢ gal 
for t.w. deliveries under 150 galfat_one time. Camden—Addjl¢ for deliveries of 100-299 
gal, 2¢ for under 100 gal. 


Esso 
Standard ci 


Atlantic City, NW. J............. 14.9 
Newark ; 
Baltimore, Md. 
Cumberland 
Washington, D. C. 
Danville, Va. 


moococooooooocoSeoSeeooSSCOeSCCOoSSCOoSOoSoO 


Roanoke 
Charleston, W. Va 
Fairmont 


Wheeling 
Charlotte, N.C... 


Salisbury 
Charleston, S. C. 


Spartanburg 

New Orleans, La.... 

Baton Rouge 

Alexandria 

Lake Charles... 

Shreveport 

New Iberia 

Knoxville, Tenn. 

Memphis 

Chattanooga 

Nashville 

Little Rock, Ark 
*Prices apply for kerosine only. 





elect et eee a ell ell nell ell ol 
PW OO COO OC OID DODD DOWDWOWOOOOOO 





o~ 


Heavy Fuels 
No.4 Fuel No. 6 Fuel 
Newark, N. J..... sidtecbavous amie Denehae’ acsinesssscbeie: Mane $3.20 
Baltimore, Md 4.18 3.40 
Washington, D. C. 1,050 gal minimum............... eoseee 4.47 3.43 
Taxes: Louisiana kerosine prices do not Include 1¢ state tax. 
Notes: Kerosine/No. 1—Atlantic City and Newark aoe are for deliveries of 300 gal 
or more: add 1¢ for 100-299 gal, 2¢ for less than 100 gal. Premium-grade t.w. prices 
2.5¢ above regular. 
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Tank Wagon Prices 





indiana Stoner sT ss = Standard of Ohio 


asoline Standerd 
Standard ar Farnese 08 Sohie Extron Gasoline ( 
Dr. Cons. Gasoline Kerosine 1-99 100 gal o- 
T.W. Taxes T.W. gal a 
19.2 21.9 
18.3 219 


18.3 20'8 
19.8 21.9 


19.2 
17.9 0:8 


fi 
; 


itt 
“t 
iF 


No. 2 
‘Sohte- 
Heat 


—— 


Sososcesees I 
eooseucccce § 


i7:3 

i8'6 

18.9 

Milwaukee, Wis... 16.9 18.4 
(a) See below for prices on larger onlin (b) 14.9¢ for 750 gal & over. 


American Furnace Stanolex Fuel A Stanolex Hy 
100-388 400 gai 1-748 760-1498 1,600 gal 1-1,499 
gal & over gal gal & over gal 
Chieage. 15.4 14.9 11.2 10.95 10.45 10.8 


— 


- 


te ee ee ee 
WMwNOBewnraonre 


15 
15 
13 
15. 
4. 
13 
4 
15 
14 
15 





15.! 


PARARAAHS 

COM OWOWOWwowo o 
ee et te tet tet et tet tet tt es 
isesecemeeees 
eoooocoococeceoo 
ORO et ae Bt 
ONMWWNH © @Wwranr» 


— 
aH 
wn 


y 21.9 
oe Kerosine, Nos. 1 & 2 Fuels—Prices are for 100 gal or ; for 50-99 gal, add 
oe add 2¢. Premium-grade prices: consumer tw, & . 44 above regular, 
ei 5¢ above regular. S. q-4+ are at company-operated ‘stations. 


“3 
Yea 


500 gal 
over 
9.55 


merican Farnace Oil 
100-174 avreses hy: = 1 gal 
gal gal & over 
jean olis-St. Paul : 15.7 rT 


es Standard 
anne won 4.9 Prices are tank truck a. L 


au Atas: St Louis gasotine tax includes 1.5¢ city tax. Des Moines kerosine & fornace f C lif ; ying tor deliveries of 400 

oi pene prices do Th ~t state tax. State sales, occupation, consumer & use taxes to 0 allformia Pao for other deliveries. 
mane a ts Re + mg c.t.w. prices at some points subject to varying discounts for “Pearl 

Quantity deliveries. Chevren Gasoline a or’ 

om | same ~ yg Calif. 18.3 . ae 

Y 21.8 

22.7 

22.4 

21.8 


Ld 
~- 
oo 


Continental Oil Texaco 


(N.8. Prices are Continental’s tank 

wagon prices. Current selling prices may sett t Lake chy, _ 
vary frem those shown because of local Honolulu, Hawaii. . 
conditions.) —e Alaska. . 


«ao 
z 
== 
Oe ewronoensumas 


BYS8=ee 
eye ety Ty 


Dallas, Tex. . 
t. Worth.... *Standard No. 2 Burner ll. 
Taxes: Honolulu—Diesel/Furnace oil price is ex $4 state tax; all prices are ex-Hawailae 
gross income tax of 0.75% wholesale and 3.5% retail. 
Notes: For other deliveries— 
Chevron (reguiar)}—Add to 400-gal-and-over price 1¢ for 40-199 gal, 0.5¢ for 200-399 
al, except to marine trade in Alaska where 0. 17 differential applies to 40-399 ee 
less than 40 gal, add 5¢ ea, except at Honolulu add 5¢ for less than 40 gal to 
trade and less than 100 gai to shoreside trade. Chevron Supreme (premium) jp Ae we 
ps gal higher than Chevron (regular) for quantity delivered at all points except Salt Lake 
5) 19.5 San Antonio. City, 3.5¢. Chevron Custom Supreme gasoline is 5.5¢ gal higher than Chevron gasoline 
8 ee wicerosine- Add to 400-gal-and-over price 11¢ for less than 20 gat, 6¢ for 20-199 gat 
X ; erosine— 0 400-gal-and-over p lor an 20 gal ' 
19.9 . x Gasoline tenes: ve 3¢ for 200-399 gal; tank car/truck trailer, deduct 3. 
20.6 . ’ Notes: Prices are for min. 25-gal. de- Diesel, furnace & stove oils—Add to 400-gal-and-over price 5¢ for less than 40 gal, 
liveries. Gasoline—Premium-grade t.w. 1¢ for 40-199 gal, 0.5¢ for 200-399 gal. 
18.0 ; 2 ices 3.5¢ above regular. Kerosine— 
tices apply to dealers & consumers. 
19.3 3 22.2 


17.6 . 17.9 (Prices are per imperial gal ; to arrive at price per U. $; 
16.8 ; 17.1 gal, subtract 1/6th.) 


0 ne 81 Kentucky Standard weeny Oil ne onstn ange 


16.8 . 15.9 Kerosine 


Crown 
16.8 15.8 Gasoline ine sine 22.9 : 24. 
16.8 ‘5 15.6 T.W. Taxes T.W. 44 = 9 
Taxes: Gasoline taxes include these Biminghen, 69 WS 15.9 
we taxes; amy & Roswell, 0.5¢; 16.8 12.0 15.8 
Santa Fe, ‘Cheyenne Casper, = 


Concoe 

Gasoline Gaso- Kero- 
T.W. line sine 

(Regular) Taxes T.W. 
18.0 . 18.5 
19 3 21.1 
18.7 


19.2 
18.8 18.7 


— ee 


ed 
DAADAAAAAHAAA 
oe ss 


- 


£3! 
~~ 


ntreal, Q 
jackson, iiss. 17.0 110 tet Toronto, Ont... 
Discounts: Salt Lake City & Jacksonville, 

Falls gasoli Fla. 16.6 11.0 15.9 

oes than 20 al 200 Louisville, Ky. 16.7 11.0 16.1 
0.5¢; 400 gal & over, deduct I¢. a +) Jemoracn Co > nee in- 
le lerson County tax. Kerosine 

Notes: Premium-grade tw. prices 3.5¢ taxes not included in prices: Georgia 1¢; 
above regular. Mississippi 0.5¢. Vancouver, 

*Prices apply to dealers and consumers Note: Current net prices may differ Taxes: 6 G 
except hang rye points where consumer from those listed because of temporary Note: Premium- gese tw. 5. oe io —— 
prices are 1¢ higher. local conditiens. *Subject to 1¢ gal special allowance. 
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-6t0 USE OUR FAST, EASY-TO-READ 


PETROLEUM CALCULATOR CARDS 
ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1/10c STEPS ONLY 
EACH CARD SHOWS | TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 


New Feature: 1000 to 9000 GALS. in 1000 STEPS. | FREE Description on Request | 
DEGREE DAY SYSTEMS 39-30n 58th st. WOODSIDE 77, N. Y. TWining 8-6666 
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Gasoline Markets 





Gasoline Prices for 55 U. S. Cities 


Dealer tank wagon and retail prices for regular-grade (house-brand) gasoline, and taxes 
in 55 representative U.S. cities on Sept., 1960 as compiled by National Petroleum News 


Dir. T.W. Ser. Sta. Tax Ser. Sta. 

(ex tax) (ex tax) (imel. 4¢ fed.) (incl. tax) 

Average U.S.. sin te . 4-16.65 i-21,77 10.15 1-31.92 
Portland, Me.. ‘ 15.60 19.90 11.00 30.90 
Manchester, N. H.. 15.60 20.90 11.00 31.90 
Burlington, Vt. . 17.60 23.40 10,50 33.90 
Boston, Mass.......... 15.20 19.40 9.50 28.90 
Providence, R. aes Sas 14.80 18.90 11.00 29.90 
Hartford, me a 15.30 19.90 10.00 29.90 
Buffalo, N. Y : : 15.30 19.90 10.00 29.90 
New York, N. Y.. 16.20 20.90 10.00 30.90 
Newark, N. J..... 14.90 19.90 9.00 28.90 
Philadelphia, Pa....... 15.20 19.90 9.00 28 .90 
Wilmington, Del. . dvs 15.90 20.90 9.00 29.90 
Baltimore, Md.. 15.90 1-21.90 10.00 31.90 
Washington, D. &.- 15.90 20.90 10.00 30.90 
Charleston, W. Va...... ; 15.90 20.90 11,00 31.90 
1, a 15.90 21.90 11.00 32.90 
Charlotte, N.C....... 15.80 20.90 11.00 31.90 
Charleston, S. C.. 15.70 20.90 11.00 31.90 
Atlanta, Ga......... 16.90 22.40 10.50 32.90 
Jacksonville, Fla...... 15.90 20.90 11.00 31.90 
Birmingham, Ala... . jee 15.90 20.90 12.00** 32.90 
= See 16.60 21.60 11.00 _ 32.60 
Memphis, Tenn............. i-14.90 i-19.90 11,00 i-30.90 
Louisville, Ky.............. 16.70 21.90 11.00 32.90 
Cleveland, Ohio......... 16.90 21.90 11.00 32.90 
Cincinnati, Ohio : 15.90 20.90 11.00 31.90 
Indianapoits, Ind. ; 16.60 22.90 10.00 32.90 
Chicago, Ill...... . 17.20 24,90 9.00 33.90 
Detroit, Mich... .. . 16.80 23.10 10.00 33.10 
Milwaukee, Wisc... . ia 16.90 22.90 10.00 32.90 





are’ shown’ below. Figures are in ¢ per gal; (i) and (d) indicate increase or decrease as 
compared,with August 1, 1960, Tax col. indicates only motor fuel taxes levied as such. 


Dir. T.W. Ser. Sta. Tax Ser. Sta. 
(ex tax) (ex tax) (incl. 4¢ fed.) (incl. tax) 


Twin Cities, Minn... 16.80 22.40 9.00 31.40 
Fargo, N.D........ i-18.60 23.90 10.00 33.90 
Huron, S. D........ i-18.90 24.90 10.00 34.90 
Omaha, Neb....... 16.40 21.90 11.00 32.90 
Des Moines, lowa. . 16.30 i-22.90 10.00 i-32.90 
St. Louis, Mo...... 16.40 22.40 8.50*** 30.90 
Wichita, Kans... ... i-17.10 d-20.90 9.00 d-29.90 
Tulsa, Okla... .. 16.50 22.40 10.50 32.90 
Little Rock, Ark.. 14.40 19.40 10.50 29.90 
New Orleans, La.. d-12.90 d-17.90 11.00 d-28.90 
Dallas, Tex......... i-15.60 20.90 9.00 29.90 
Houston, Tex....... d-9.40 d-12.90 9.00 d-21.90 
El Paso, Tex........ 16.80 i-20.90 9.00 1-29.90 
Albuquerque, N. M.. 17.70 22.40 10 .50* 32.90 
Denver, Colo........ 17.60 23.90 10.00 33.90 
Cheyenne, Wyo. 18.90 25.90 10.00** 35.90 
Great — Mont. 19.90 26.90 10.00 36.90 
Boise, Ida’ 20.70 d-26 .90 10.00 d-36.90 
Salt Lake chy, ‘Utah. 17.40 d-21.90 10.00 d-31.90 
Reno, Nev.......... 20.70 28.00 10.00 38.00 
Phoenix, Ariz..... 19.50 i-24,90 9.00 i-33.90 
Los Angeles, Calif... 17.80 19.90 10.00 29.90 
San Francisco, Calif... 18,30 21.90 10.00 31.90 
Portland, Ore......... 18.90 d-19.90 10.00 4-29.90 
Seattle, Wash....... 19.00 d-19.40 10.50 d-29.90 
Spokane, Wash...... oie 19.20 26.40 10.50 36.90 


*includes 0.5¢ city tax. 
**includes 1¢ city tax. 
***includes 1.5¢ city tax, 





HOT WATER 


INSTANTLY with 


ASCOT 


WALL-MOUNTED, TANKLESS 
GAS HEATER 






e Cuts operating costs 
¢ Builds extra business 


AGA 
APPROVED 












The ASCOT gives a constant flow 
of hot water instantly — as you B 
need it, no wasteful tank storage. 
Saves floor space, can be wall 
mounted anywhere without rein- 
forcements or special platforms. 
You Save $75 to $100 on every job. 
You save again — every day in 
heating efficiency, low operating 
cost and long, long heater life. 


VWASCOT 


GAS WATER HEATERS, INC. 

222 W. Pittsburgh Ave., Milwaukee 4, Wis. 
SOUTHERN STATES: Southern Heater Co., 844 Baronne St., New . FREE 
PACIFIC COAST: Equipco Sales, inc., 1238 N. W. Glisan St., Portland BROCHURE 
A Radiation Company with offices in London, Sydney, Montreal and Milwaukee 
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000.000 


Batteries worth 
of Experience 


S4thhhh k lilt 


For more 
than 41 Years... 
PRIVATE BRAND BATTERIES 


For Many of the World's — 
leading Marketers  [rinst'™ 4, 


5 Modern Plants, Strategi- _ control aor . Fully 
cally Located To Serve 70% a Un inortity assures Wee. 
of the Country’s Automotive ‘stone 7, Performa 
Registrations. mm POWS 


PRICE BATTERY CORPORATION 
HAMBURG, PENNSYLVANIA 
Atlanta, Ga. Wapakoneta, Ohio Waltham, Mass. 


One of the Pioneers of DRY-CHARGED Batteries 


jNOUSTRY 
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Gasoline Consumption by States, April, 1960 


























Tax Ratet Month of 4 Months Ending With——_——. 
April Galions 6 Gallons Gallons Gallons 
Cents March, 1960 April, 1960 April, 1958 April, 1960 April, 1959 
Alabama....... Rabatece dbcatbenrsedbutweta be cons ree ee oe 86, 405,000 89, 869,000 84,940,000 326,998,000 316,574,000 
Gabe cine od cia) RE SSS ORE ES BS 5 4,998,000 5,754,000 8,904,000 20,874,000 24, 192,000 
5 44,807 ,000 43,898 ,000 39, 368,000 171,644,000 157,204 ,000 
6% 47,838,000 49,116,000 45,037,000 178,324,000 182,763,000 
6 512,964,000 494, 190,000 483,795,000 1,920,024,000 1,863,907 ,000 
6 55,976,000 59, 466,000 54, 361,000 212,927 ,000 204,363,000 
6 62,870,000 ,772,000 60,780,000 242,298,000 234, 192,000 
5 17,052,000 17,703,000 16,816,000 63,433,000 62,327,000 
6 16,685,000 7,485, 17,014,000 66,329,000 66 , 956 ,000 
7 174,338,000 165,962,000 1,712,000 667,262,000 645,208,000 
6% 10,333,000 115,809,000 111,870,000 430,272,000 415,438,000 
5 16,922,000 7,434, 14,274, 65,327 ,000 , 155,000 
6 21,499,000 23,879,000 23,613,000 79,475,000 79,497 ,000 
5 237,638,000 263, 156, 256 ,596 000 935,947 ,000 925,272,000 
6 142,211,000 163,523,000 155,347,000 565,645,000 543,632,000 
LR Ln 57 heéun 6bs0a0cnsha cree eddedannahol cicbkes duende te 71,601, C00 91,149,000 83,432,000 321,332,000 316,191,000 
SU ivdgigsvieces : twa en a 78,219,000 340 ,000 85,788,000 314,476,C00 315,604,000 
EE Si din tgnncdstidaeiuhunmteealevscunecsaace’. 2 69, 286, 0 82,010,000 77 ,486 ,000 282, 158,C00 281,152, 
NE 202 5: Uiacgcateirineedithtess lisasanccadghekc.? 2 506, 83,676,000 76, 480 ,000 304 , 288,000 303,204 ,000 
SS teiarasese 7 23,761,000 24,873,000 22,975,C00 (r) 94,366,000 89,077 ,000 
PRS Cavity occ pedsarcnltandekedlbveccnevheateccuksin * 8 73,673,000 20,205,000 74,054 ,000 291,817,000 280, 104,000 
Massachusetts.................. cee AE Se iaet 113,163,000 119,714,C00 112,257 ,C00 447 ,847 ,COO 428,589,000 
a bata ci dn su Cachcusbedet th ieles @cccana tidesdion tM 222,374,C00 220,818,C00 214, 431,C00 237, 107 ,COO 796 631,000 
SL 050 sanyvasadé vs AUMRORial esate canecasdee seal »769,C00 105, 156,000 105, 765,C00 382,842,C00 375,230,000 
ED dn'eas nceodiuadabcbaded ChUkgEN cnoncUarckenunare  w 55,010,000 , 750,000 56,179,C00 215,076 ,C00 213,606,000 
SNES 673 sas asuenkbcnkscdpecetetiiasticsnsaheakecmea a 131,840,000 155,903,000 146 ,€66 ,0CO 532,851 ,000 538,174,000 
as inenvte chs s¥eds kkeskbbaniesetesavabdactasesion 23,698,000 27 ,033,000 24,827,000 87 ,695 ,000 82, 164,000 
NGS HE vies a4 Kbens ah te itiaees Lemme beeciabiial. a 42,308, 57,791,000 55,273,000 176,463,000 176,473,000 
EE aadegl at u50 > duh k As deeietersveualacecochinensas °C 12,037 ,000 ,419,000 10,$90, 000 44,529,000 41,419,000 
New Hampshire. ........ ivcdiabptiavavkuaenie Fiicaticchipeed 7 15,419,000 16,332,000 14,258,000 60,991 ,000 57,927 ,000 
New Jersey... 5 162,755,000 172,055,000 161,729,000 638 , 427 ,000 613,591,000 
New Mexico. , 31,857 ,000 32,359,000 35,851,000 123,626,000 137,924,000 
Bis \ ct dec cnchsstlenihiosarskdeataihtcadn coders 6 326,511,000 353,641,000 321,662,000 1,309,041,000 1, 234,363,000 
North Carolina. Osa sessuasechsererereseccseserecedes 7 100,908,000 132,682,000 119,285,000 462, 195,000 457,175,000 
PIES sé cecinceccsncshasices " 18,827,000 20, 165,000 30,705,000 76,040,000 82,816,000 
es ci bode crntesdceskbeen 7 250,205,000 282,878,000 287,399,000 1,018, 558,000 1,014,089,000 
Oklahoma, ........-2-20ce0e: 6h 91,518,000 102,761,000 87,710,000 366,338,000 321,194,000 
SE ckagtesésaegs 6 53,280, 54,758,000 54,200,000 201,279,000 196 , 864 ,000 
Pennsylvania........... ves 5 258 , 588,000 280 962,000 265,211,000 1,016, 466 ,000 993 ,634 000 
> snsvesadabserdiketsacacndadirtoninsondsueas 6 20,239,000 20,738,000 19,416,000 78,653,000 76 , 839,000 
7 60, 554,000 64,591,000 61,873,000 235,043,000 230, 803,000 
6 21,288 ,000 24,796,000 27 , 867 ,000 89, 327 000 93,722,000 
7 93, 580,000 101,679,000 96,944,000 373,033,000 377,671,000 
5 388,981 ,000 374,150,000 385,315,000 1,448, 589 000 1,492,674,000 
6 28,852,000 ,004, 27,072,000 104,720,000 101,211,000 
6% 9,483,000 10,170,000 ,469 , 000 37,553,000 35,285,000 
6 99, 107,000 118,549,000 107 345,000 413,929,000 408 , 338 ,000 
644 96 , 606 , 000 97,817,000 94,427, 370,970,000 332,370,000 
7 38,470,000 42,003,000 46,564, 150,795,000 170,469,000 
6 102,055,000 104,747 ,000 103, 184,000 386,659,000 374,536,000 
ee dtadaabawbakicdswelas<ciaaes srocus,” © 12,654,000 13,902,000 12,599,000 48, 235 ,000 44,316,000 
Total $0 States end D. of C........ccccccccecccccececes Siibisaaaece 4,928,518,000 5,253,692, 000 5,051,115,000  19,290,693,000  18,861,109,000 
Daily Average............ pine dies giacadnéakatos ewes Saadicianen sles 158, 984 ,000 175, 123,000 168,371,000 157,427 ,000 157,176,000 
Change from previous year: 
, (| ie pads cacieene AONE DN TEE YE at ere erree re 
Percentage change in Daily Average... .............000c0005 itis. ‘ssoncenwedone TE. -: ésagcduarddas TRAE. .sssetiataaade 


+ These are State tax rates/per gallon. In addition there is the Federal Tax of four cents (4¢) per gallon. 


* Includes actual reported taxable galionage, plus estimate of non-taxable gallonage for which separate figures are no longer 


reported beginning January 1960.4(r) February revised to 22,372,000. 
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Coming Meetings 





OCTOBER 


API Marketing Division, operations and 
engineering committee meeting, Hotel Sham- 
rock, Houston, Oct. 3-5. 


Colorado Petroleum Marketers Assn., 6th 
annual convention, Broadmoor Hotel, Colo- 
rado Springs, Oct. 9-11. 


North Carolina Oil Jobbers Assn., semi- 
annual meeting, Grove Park Inn, Asheville, 
Oct. 9-11. 


Tennessee Oil Men’s Assn., fall convention, 
Andrew Jackson Hotel, Nashville, Oct. 9-11. 


American Petroleum Credit Assn. and 
Assn. of Eastern Petroleum Credit Man- 
agers, annual meeting, Roosevelt Hotel, New 
York City, Oct. 10-12. 


API Marketing Division, marketing re- 
search committee meeting, Baker Hotel, 
Dallas, Oct 10-12. 


Indiana Independent Petroleum Assn., an- 
nual fall convent.on and trade show, Hotel 
Severin, Indianapolis, Oct. 10-11. 


South Dakota Independent Oil Jebbers 
Assn., annual convention, Marvin Hughitt 
Hotel, Huron, Oct. 12-13. 


West Virginia Petroleum Assn., annual 
meeting, Daniel Boone Hotel, Charleston, 
Oct. 13. 


Oklahoma Oil Jobbers Assn., fall meet- 
ing, Biltmore Hotel, Oklahoma City, Oct. 
14, 


Empire State Petroleum Assn., Hotel Astor, 
New York City, Oct. 16-18. 


National Assn. of Oil Equipment Jobbers, 
annual meeting and trade show, Sheraton- 
Jefferson Hotel, St. Louis, Oct. 16-18. 


American Society of Mechanical Engineers 
and American Society of Lubrication Engi- 
neers, joint lubrication conference, Statler 
Hotel, Boston, Oct. 17-19. 


Fuel Merchants Assn. of New Jersey, annual 
meeting and trade show, Hotel Haddon Hall, 
Atlantic City, Oct. 19-21. 


Nebraska Petroleum Marketers, annual 
meeting and trade show, Sheraton-Fontenelle 
Hotel, Omaha, Oct. 18-19. 


Burning Oil Distributors Assn. of Chicago, 
annual fuel oil symposium, Grand Hotel, 
Point Clear, Ala., Oct. 23-27. 


Independent Petroleum Assn. of America, 
annual meeting, Statler Hilton Hotel, Dallas, 
Oct. 23-25. 


North American Gasoline Tax Conference, 
LaSalle Hotel, Chicago, Oct. 23-26. 


Society of Automotive Engineers, national 
transportation meeting, Hotel Leamington, 
Minneapolis, Oct. 25-27. 


Oil Trades Assn. of New York, 45th annual 
banquet, Waldorf-Astoria Hotel, New York 
City, Oct. 26. ® 


Assn. of American Battery Manufacturers, 
annual meeting, Palmer House Hotel, Chi- 
cago, Oct. 27-29. 

National Lubricating Grease Institute, annual 
meeting, Edgewater Beach Hotel, Chicago, 
Oct. 31-Nov. 2. 

Petroleum Packaging Committee, Packag- 
ing Institute, 22nd annual national packaging 
forum, Statler-Hilton Hotel, New York 
City, Oct. 31-Nov. 2. 
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NOVEMBER 


Society of Automotive Engineers, national 
fuels and lubricants meeting, The Mayo 
Hotel, Tulsa, Okla., Nov. 3-4. 


National Oil Jobbers Council, Morrison 
Hotel, Chicago, Nov. 9-12. 


API Marketing Division, annual meeting, 
Congress Hotel, Chicago, Nov. 14-16. 


American Petroleum Institute, 40th annual 
—s Conrad Hilton Hotel, Chicago, Nov. 
16. 


Mississippi LP-Gas Dealers Assn., semi- 
annual fall meeting, King Edward Hotel, 
Jackson, Nov. 20-21. 


American Society of Mechanical Engineers, 
annual meeting, Statler Hilton Hotel, Nov. 
27-Dec. 2. 


Interstate Oil Compact Commission, annual 
meeting, Westward Ho Hotel, Phoenix, Ari- 
zona, Dec. 5-7. 


Private Truck Council of America, Inc., 
fleet maintenance exposition, The Coliseum, 
New York City, Dec. 5-8. 


Iowa LP-Gas Assn., industry conference, 
Hotel Kirkwood, Des Moines, Dec. 12. 


Oil Industry TBA Group, annual meeting, 


Chase-Park Plaza Hotels, St. Louis, Dec. 
12-13. 


JANUARY 1961 


Arkansas LP-Gas_ Assn., semiannual 
meeting, Hotel LaFayette, Little Rock, 
Jan. 8-9. 


»Kentucky Petroleum Marketers Assn., 
annual meeting, Brown Hotel, Louisville, 
Jan. 17-19. 


Northwest Petroleum Assn., annual con- 
vention and trade show, Nicollet Hotel, 
Minneapolis, Jan. 18-19. 


Kansas Oil Men’s Assn., 46th annual 
convention, Broadview Hotel, Wichita, 
Jan. 22-24. 


FEBRUARY 


Missouri Petroleum Assn., annual meeting 
and trade show, Hotel Muehlebach, Kansas 
City, Feb. 6-8. 

Iowa Independent Oil Jobbers Assn., an- 


nual convention and trade show, Ft. Des 
Moines Hotel, Des Moines, Feb. 14-15. 


Intermountain Oil Jobbers Assn., annual 
convention, Tropicana Hotel,- Las Vegas, 
Nev., (exact date unknown at publication). 


MARCH 


Wisconsin Petroleum Assn., annual meet- 
ing and trade show, Hotel Schroeder, Mil- 
waukee, Mar. 1-2. 


Illinois Petroleum Marketers Assn., an- 
nual meeting and trade show, Hotel 
Morrison, Chicago, Mar. 7-8. 

©Ohio Petroleum Marketers Assa., annual 


convention and trade show, Deshler Hilton 
Hotel, Columbus, Mar. 22-23. 


Texas Oil Jobbers Assn. and Texas Pet- 
roleum Marketers Assn., convention cruise 
aboard M. S. Italia to Havana, (exact date 
unknown at publication). 


APRIL 


Western Petroleum Refiners Assn., annual 
meeting, San Antonio, Tex. Apr. 9-12 (hotel 
unknown at publication). 

American Society of Lubrication Engi- 
neers, annual meeting and exhibit, Bellevue- 
Stratford Hotel, Philadelphia, Apr. 11-13. 
»National Petroleum Assn., semiannual 
meeting, Sheraton-Cleveland Hotel, Cleve- 
land, Apr. 19-20. 

> API Division of Marketing, Fue! Oil Com< 
mittee, Grand Hotel Point Clear, Ala., 
Apr. 27-30. 

National Tank Truck Carriers, annual 
meeting and trade show, Netherland-Hilton 
Hotel, Cincinnati, Apr. 30-May 2. 
Liquefied Petroleum Gas Assn., annual 
meeting and trade show, Conrad Hilton 
Hotel, Chicago, Apr. 30-May 3. 





»>First Listing 





lowa Independent Oil Jobbers Assn. 
State University of Iowa, Dodge City, 
Oct. 17-19. 


Pennsylvania Petroleum Assn., Penn 
State University, University Park, Oct. 
23-25. 


Oil Heat Institute of America, in con- 
junction with board of directors meet- 
ing, aboard S. S. Queen of Bermuda, 
Oct. 29-Nov. 4. 


Louisiana Oil Marketers Assn., Louisi- 
ana State University, Baton Rouge, 
Nov. 10-12. 





MANAGEMENT INSTITUTES 


Alabama Petroleum Jobbers Assn., 
Louisiana State University, Baton 
Rouge, Nov. 16-17. 


®Michigan Petroleum Assn., Michi- 
gan State University, East Lansing, 
Jan. 23-25. 


Nebraska Petroleum Marketers, Uni- 
versity of Nebraska, Lincoln, Feb. 7-9. 


Northwest Petroleum Assn., Oil 
Men’s Club, Hotel Nicollet, Minnea- 
polis, Mar. 8-10. 
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SERVE MORE FUEL OIL CUSTOMERS 
BETTER...with GREATER PROFIT 


from FUELOADER 
truck tanks 


MASTER-CRAFTED BY 


(OLUMBIAN 


FUELOADER fuel oil truck tanks mean greater profit 


HERE’S EVERYTHING 
YOU NEED 


FOR FAST, 
EASY SERVICE 
Mechanical or hydraulically 
driven positive or centrif- 
ugal action pump produc- 
ing up to 70-80 GPM 
throughout delivery reduces 
time per stop for increased 
deliveries per day. Com- 
pact meter features auto 
stop and ticket printing de- 
vices if desired. Remote 
controls located accessibly 
on reor platform operate 
clutch, throttle and power 

take off. 


ugh minimum investment, low operating cost, and 
faster, easier deliveries to your fuel oil customers. 
FUELOADER makes it easy for your driver to serve 
more customers per day. 


One-way or narrow streets or alleys are no problem 
for Columbian’s efficient FUELOADER. Its convenient 
rear-platform mounting gives you immediate and unob- 
structed access from either side to all servicing equip- 
ment—including electric-drive hose reel and single-door 
meter cabinet with hose rollers on top. In addition, the 
functional lightweight FUELOADER gives you rela- 
tively bigger payload on a short wheelbase. 


Master-Crafted Columbian FUELOADERS are avail- 


able in 2,000-gallon capacity with three compartments 
from Kansas City or Chicago stock. Other sizes custom 
Only Columbian offers this safer driving, fabricated to order. 
better balanced, tank-saving feature. Tank 
rides on single pivot at front, is anchored 
at rear on each side. Load stays balanced 
while tank shell is protected from road 
shocks ond twisting strains. 


Columbian 3-Point 
Support Gives 
Smoother Ride, 
Protects Tank 


There’s a Columbian dealer near you. Find out now how 
you can drive your truck in and, in a short time drive 
away with a new Columbian FUELOADER—ready for 
business. Fill out and mail the coupon below today. 


PE Ss ee ee 
COLUMBIAN STEEL TANK CO. 


P.O. Box 4048-1 


Columbian’s new FUELOADER may be what I’m looking for. Please send me 
the details immediately. | understand I’m under no obligation whatever. 


bi eC NAME 


— ADDRESS 


CONVENTIONAL cradle - mounted COLUMBIAN truck tank with exclusive 


I Kansas City, Missouri 
strapped-down tank must follow every 3-point support, stays level despite ! 


straining twist of chassis frame. road. 








city ZONE_ STATE 
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Pauley: An off-beat endowment 


EDWIN W. PAULEY’S entry into 
California’s sharply competitive gaso- 
line market (see page 98) promises to 
be interesting. With a rich heritage of 
off-beat oil marketing, Pauley has some 
very definite ideas on just how service 
stations should operate. Some of these 
ideas are the result of his early train- 
ing under his father, pioneer E. L. 
Pauley. 

The elder Pauley was one of the 
early figures in the industry, a wild- 
catter who operated a mule-drawn 
wagon fleet to deliver kerosine from 
an Indiana plant. He built his first 
refinery in the backyard of his Cali- 
fornia home and made his mark in 
marketing with his Petrol Oil Co. 

Petrol, with stations numbering in 
the hundreds, built itself a reputation 
as an off-beat marketer, using novel 
ads and penguins to sell its PDQ gaso- 
line. 

Edwin W. Pauley taught for a year 
at his alma mater, the University of 


NEWS NOTES 


In Gulf Oil Corp.’s reorganization of 
its marketing department (NPN—March, 
p72), headquarters has now been moved 
from Pittsburgh to Houston. 

Four new regions have been estab- 
lished. Former division managers at New 
York, Atlanta, Toledo, and Chicago take 
over as regional vice presidents under 
J. L. Lenker, Gulf marketing vice presi- 
dent. They are J. B. Kelley, G. E. Milli- 
can, W. A. Bourne, and B. B. Pettitt, 
(NPN—April p110), and will be lo- 
cated in Philadelphia, Atlanta, Toledo, 
and Houston, respectively. 

In the East, Robert B. Phillips, for- 
merly district manager of Gulf’s Bronx- 
Westchester area, takes over for Kelley 
as New York sales division manager. 
B. R. Lawlor, previously in charge of re- 
tail and jobber sales at Philadelphia, be- 
comes sales division manager there. As 
division manager at Boston, A. A. Stam- 
baugh succeeds the late D. R. Ferris, 
Stambaugh was formerly in charge of re- 
tail and jobber sales in Boston. H. A. 





California College of Commerce and 
Business, before joining his father’s 
Pauley Oil Co. in 1924, and stayed 
with that company until it was sold in 
1927. He joined the Petrol Corp., 
founded by his father in 1929. Edwin 
Pauley was a key figure in the Petrol 
Co. until its sale in 1948. 

Taking temporary leave from 
Petrol, Pauley served just before the 
war as a special representative of 
President Roosevelt to Britain, han- 
dling tanker deals. He worked as a 
special representative in lend-lease pe- 
troleum aid to Russia and England. 

In 1945-46 he was the U.S. repre- 
sentative on the Allied Commission on 
Reparations, with the rank of ambas- 
sador. From 1947 to 1948 he was 
special assistant to the Secretary of the 
Army. 

Pauley’s principal activity has been 
in the oil business, though he has had 
interests in a $35-million real-estate 
development in northern California, 
and is presently interested in shopping- 
center and industrial land development 
in southern California. He has a con- 
trolling interest in Pacific Tire and 
Rubber Manufacturing Co. in Oak- 
land. 

Among other activities: partner in 
the Los Angeles Rams, director in 
Hilton Credit Corp., partner and di- 
rector of a San Francisco television 
station, director and treasurer of the 
Hollywood Bowl Assn., and a regent 
of the University of California. He 
has been active in state affairs, too. 

Pauley is a former treasurer of the 
Democratic National Committee. 

An enthusiastic sportsman, Pauley 
belongs to two duck clubs, and a few 


Kelley Millican 


Goddard moves from Philadelphia, where 
he was in charge of direct sales, to divi- 
sion manager at Syracuse. In Pittsburgh, 
Ira F. Archer now heads the former dis- 
trict office as division manager. He was 
previously district manager there. 

In the new Southwest divisions, E. J. 
Golaz becomes division manager of 
Gulf’s new divisional offices at Houston. 
He was formerly district manager 
there. The new Fort Worth marketing 
division will be headed up by Bemnie 
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About Oil People 





years ago presented the Los Angeles 
Zoo with a baby polar bear he had 
captured in Alaska. 

Summers Pauley vacations at Coco- 
nut Island, of which he is part owner, 
off Oahu in the Hawaiian islands. 


Auerbach: A second career 


L. S. (LES) AUERBACH, 55, be- 
came president of Cleveland Oil Co., 
newly organized Phillips jobber, on 
Sept. 1. (see page 27). Auerbach 
took early retirement from Gulf Oil 
in January after 30 years with the 
company (NPN — March, p189). 

When he left Gulf, Auerbach was 
manager of retail and jobber sales, 
New York division. Before that he 
was retail and jobber sales manager 
of the Chicago division. From 1937 
to 1954 he was sales manager of the 
Cleveland district. Auerbach was first 
president of the Empire State Petro- 
leum Council and a past president of 
the Cleveland Petroleum Club and 
the Cleveland Advertising Club. 


Bourne Pettitt 


Willoughby, previously district manager 
at Louisville. In New Orleans, R. G. 
Renaudin, formerly in charge of retail 
and jobber sales, becomes division man- 
ager. M. C. Enright will manage the new 
Tulsa marketing division. He was for- 
merly in charge of retail and jobber sales 
in the Houston office. 

Appointments in the Midwest and 
Southern divisions have not been an- 
nounced. 

Madison Farnsworth, former division 
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general manager at Gulf’s Houston of- 
fice, has been designated as a consultant 
to the newly organized marketing de- 
partment at Houston. 

Also at Houston, three new men have 
been named to assist Pettitt. They are: 
C. A. R. Anderson, marketing services 
coordinator; H. V. Daniel, controller; 
and Charles B. Malmberg, employe and 
dealer relations manager. 

o 

The board of directors of Leonard Re- 
fineries Inc., at its annual stockholders’ 
meeting, elected Reid Brazell president 
of the company and J. W. Leonard 


NEW: 


oo nent 


AN 


j Heat Control Valve 
j loosener & Lubricamt 


FREES MANIFOLD 
T CONTROL VALVES 


chairman of the board. Elected vice pres- 
idents were E. Allan Morrow, L. R. 
Kamperman, and John S. Pfarr. R. L. 
Anthony was elected secretary and treas- 
urer, and K. M. Pennington controller. 

* 

Dr. Robert White has been named a 
vice president and general manager of 
the research and development depart- 
ment for Atlantic Refining Co. White, 
who has been serving as director of the 
Institute of Science and Technology at 
the University of Michigan, will move 
to Atlantic’s home offices in Philadelphia. 

+ 


Special for 
Manifold Heat 
Control Valves 


To protect against 

iV] SLOW WARM-UP 

{V] BURNT SPARK PLUGS 
\/] POOR ACCELERATION 
\V] CARBURETOR ICING 


Lube charts specify that man- 
ifold heat control (heat riser) 
valves must operate freely 
for top engine performance. 
PART-EASE does the job! 
Quickly cuts through rust, 
lead, carbon and dirt deposits 
to free stuck valve shaft. 
Leaves a long-wearing, heat- 
resistant, non-gumming, graph- 
ited film. Prevents rust. Keeps 
the valve operating freely. Use 
PART-EASE on every tune-up 
and lube job. It Pays! In 8 oz. 
cans and 12 oz. aerosols. 


“ONLY PART-EASE © 
TAKES APART— 
KEEPS APART” 


A co? AMERICAN GREASE STICK COMPANY Muskegon, Michigan 


Manvtacturers of these other “Standards of the Industry” 


PRODUCTS 


LOCK-EASE®@® DOOR-EASE® 


SUL-GLYDE (1) RuGLYDEW 





King 


Three executive changes have been an- 
nounced by Texaco Inc. 

Marion J. Epley Jr. assumes the senior 
vice presidency in charge of worldwide 
sales, succeeding the late Harris T. 
Dodge Jr. Kerryn King, formerly vice 
president in charge of employe and pub- 
lic relations, succeeds Epley as vice pres- 
ident and assistant to the chairman of 
the board. He is in turn succeeded by 
Ben Halsell, previously director of ad- 
vertising and sales promotion. 

Epley has been with Texaco since 
1947, when he joined the company’s legal 
department as an attorney in Louisiana. 
After advancing to general attorney in 
New Orleans, he was transferred to New 
York in 1952, where he served as general 
attorney. He was elected vice president 
and assistant to the chairman in 1958. 

King was appointed director of public 
relations for Texaco in 1953 and ad- 
vanced through a number of positions un- 
til he was appointed vice president in 
charge of public relations in 1958. 

Halsell joined Texaco in 1926, and 
worked as a salesman and in various 
managerial capacities in the Midwest and 
East. He was appointed director of ad- 
vertising and sales promotion in 1958. 


Allen Hoar 


Charles J. Allen, vice president of 
Sinclair Oil Corp. since 1957, has been 
named president of the company’s princi- 
pal operating subsidiary, Sinclair Refin- 
ing Co. Leo J. Hoar, Robert E. Howe, 
and W. Vaughn Ischie, all former vice 
presidents of Sinclair Refining, have been 
named executive vice presidents. Hoar 
remains in charge of the marketing de- 
partment, Howe continues to head the 
petrochemicals and research department, 
and Ischie remains head of the manufac- 
turing department. 

The executive staff was further ex- 
panded by the election of R. M. Cooper 
as a vice president and director and 
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and now 
PATENT CHEMICALS 


the Pioneers in Petroleum Dyes 


OFFERS 
3 FORMS OF COLORANTS 


GRANULATED: 


free flowing, uniform, lump-free, dust-free, low- 
bulk; extraordinary tinctorial values. 


FLUID CONCENTRATES: 


liquid for cleaner, easier use; eliminates pre-dissolv- 
ing, dusting, operator exposure * less skill and equip- 
ment required + introduced directly into product it 
is the answer to bulk, tank-truck, tank-car, barge, 
terminal and pipeline coloring « involves no addi- 
tional cost compared to ordinary dry dyes and can 
be used with dye eductor equipment. 


POWDERED: 


free flowing, non-caking, excellent solubility, stable, 
long storage characteristics. 


FOR USE IN 


Gasolines — Jet Fuels — Diesel Fuels — Fuel Oils — Lu- 
bricating Oils—Automatic Transmission Fluids—Break-in 
Oils and Greases. 


s Patent Chemicals also Features Multi-Purpose 
Dyes can sa : Additives, Rust and Corrosion inhibitors, Anti- : 


be prepared to : Static Agents and Markers for Gasolines, and 
customer Jet Fuel 
specifications. : Jet Fuels. 
Samples and 7 
description upon 
. request. 


PATENT CHEMICALS INC. 
Manufacturing Division 


the pioneer in 335 McLean Bivd. Paterson 4, New Jersey 
petroleum PATENT FUELS & COLOR CORP. 


Marketing Division 


dyes 2410 Carew Tower Cincinnati 2, Ohio 
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T 
New Feature for Golden Standard Lubreels... 


20-ft. reel-mounted 
cord with sturdy 
work lamp 
for illumination 
WHERE YOU WANT IT 


Lincoln’s famous Golden Standard Ceiling 
Lubreels now offer another practical feature 
—a handy source of light that’s convenient, 
space-saving, quick and easy to use. Finger- 
tip control locks and releases the cord at 
any length you need for eye-saving illumi- 
nation of the work area. Other features 
include: 











* Shatter-proof phenolic pistol-grip 
handle with power outlet 

* Heavy duty steel reflector 

¢ One-piece hanger hook 

e Swing-open guard for instant bulb 
changing 

¢ Heavy-duty spring motor, dustproof 
and lifetime-lubricated 

e UL approval—one-year guarantee 


The new Electric Drop Cord Reel is 
optional equipment on all Lincoln Golden 
Standard Ceiling Lubreels, and can be 
added to existing Golden Standard reel 
bank assemblies by replacing present end 
panels with the new drop cord reel end 
panel assembly. 











For Complete Information about This Unique 
New Lighting Device, Write for New Bulletin 542. 


INCOLN 


ENGINEERING COMPANY 1152 


DIVISION OF THE McNEIL MACHINE & ENGINEERING CO., 4010 GOODFELLOW BLVDO., ST. LOVIS 20, MO. 
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general manager of refineries. E. W. 
Griscolm, vice president, has been named 
director of transportation, supply, and 
distribution, and G. G. Welling, also a 
vice president, has been appointed gen- 
eral manager of transportation, supply, 
and distribution. 
2 
J. Case Wil- 
bourn is now as- 
sistant manager of 

Humble Oil & Ref. 

Co.’s marketing 

department. He 

moves from the 

Esso Standard di- 

vision, where he 

was sales manager 
of the company’s 

New Jersey divi- 

sion. Guy V. Mal- 

lonee, assistant di- 
vision manager at Esso’s New York divi- 
sion moves up to succeed Wilbourn. 

Arthur A. Draeger, manager of gen- 
eral office sales at Houston, transfers to 
New York on a rotational assignment to 
succeed Mallonee. 

Wilbourn has been with Esso Standard 
since 1932, and served in the Louisiana 
sales division until 1956, rising to assist- 
ant division manager there. He recently 
completed a term as chairman of the 
New Jersey Petroleum Industries Com- 
mittee. Mallonee joined Esso 25 years 
ago and had spent all of his time in vari- 
ous positions in New York state. 

e 

S. D. Breitweiser and Harry A. Brown 
have been elected top executive officers 
of the Suntide Refining Co., succeeding 
Glenn E. Wynn and T. E. Fitzgerald, 
who resigned to head the new Sunray 
Chemical Co. in Tulsa. 

Breitweiser, who remains president of 
DX Sunray Oil Co., becomes president 
of Suntide, and Brown, who remains 
manufacturing vice president for DX 
Sunray, becomes senior vice president of 
Suntide. Suntide, Sunray Chemical, and 
DX Sunray are all wholly owned sub- 
sidiaries of Sunray Mid-Continent Oil Co. 


Wilbourn 


« 

Max S. Simpson has been named 
comptroller for Socony Mobil Oil Co., 
succeeding Phillips C. Salman, who is 
retiring from the company after more 
than 41 years. 

Simpson has been Socony Mobil’s dep- 
uty comptroller since the early part of 
the year. He came to the company in 
1959 as assistant comptroller after serv- 
ing as vice president and controller of 
Wright Aeronautical division of Curtiss- 
Wright Corp. 

Salman joined Socony Mobil in 1919, 
and advanced to general credit manager 
in 1933, general auditor in 1942, and as- 
sistant comptroller in 1945. Both men 
are members of the finance and ac- 
counting committee of the American Pe- 
troleum Institute and the Controllers In- 
stitute of America. 


e 
Stuart A. Milster has been named gen- 
eral manager of the Bay Refining Co., 
division of the Dow Chemical Co., suc- 





| 





ceeding W. Rolland Stewart, who has 
resigned. 

Milster, who has been sales manager 
of the firm since 1951, joined Bay in 
1947 as superintendent of distribution. 
His association with Dow dates to 1940 
when he joined the company as assistant 
purchasing agent. He is a member of the 
American Petroleum Institute, the Asso- 
ciated Petroleum Industries of Michigan, 
the Detroit Oil Men’s Club, the Michi- 
gan Petroleum Assn., and the Independ- 
ent Oil Producers Assn. 

* 


PUMP 
TURNS 
POUNDS 
INTO 
PROFITS 


You make money hauling 
liquids . . . not pumps. Trim 
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Humble Oil & Ref. Co. has appointed 
Frank Gaines Jr. to the new post of co- 
ordinator of executive development and 
Organization planning. Gaines, formerly 
production manager of the Carter divi- 
sion’s eastern area, will now be head- 
quartered in Houston. 

s 

C. R. Worman has been named to the 
new position of retail marketing manager 
for Derby Refinery Co. Worman, who 
was most recently St. Louis division man- 
ager, will have charge of centralizing the 
company’s retail operations in the Wich- 


ALUMINUM 


a pound off your pump, and you can 

average $1.50 extra profits per year. A 

hundred pounds—a hundred and fifty dollars! And 

Blackmer’s new TX3% Aluminum Pump weighs a good 
hundred pounds less than the same pump in iron. Total 
weight—just 86 lbs. Yet it unloads up to 300 gallons a 

minute, Ideal for light petroleum products, commercial solvents, 
and similar liquids. You save two ways—a bigger payload and 
less turn-around time. Write today for Blackmer Bulletin 210. 


Gn materials handling'"® equipment 
i BLACKM ER / truck pumps 


GSLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 
Find your Blackmer Man under “Pumps” in the Yellow Pages 
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ita home office. He’s been with Derby 
since 1954, starting in the industrial sales 
department. 

& 

Francis J. Sitek has been named to the 
new position of operations manager in 
the marketing division of California Oil 
Co. The new operations section takes 
over all of Caloil’s service-station en- 
gineering, maintenance, and construction 
programs on the East coast. Sitek was 
most recently with Standard Oil of Cali- 
fornia as manager of the stock control 


division in Socal’s marketing services de- 
partment. 
« 

A. C. (Bill) Rose Jr. has resigned as 
executive vice president of the Colorado 
Petroleum Council to become western 
division public-relations manager for 
Sperry and Hutchinson Co. Charles A. 
Rothfus, formerly assistant secretary of 
the Kansas Petroleum Industries Com- 
mittee, succeeds Rose. Amos Kramer, 
previously executive secretary of the 
Kansas LP Gas Assn., takes over for 


WITH VIKING 
HELICAL ott 


For Complete Information, 
Send For Catalog GR 


PUMPS 


VIKING PUMP COMPANY 


Cedar Falls, lowa, U.S.A. In Canada, It’s ‘‘ROTO-KING’’ Pumps 
Offices and Distributors In Principal Cities. See Your Classified Telephone Directory 





Rothfus on the Kansas committee. He 

will work as assistant to C. E. Holmes, 
long time KPIC executive secretary. 

° 

Charles H. Dod 

son, former general 

manager of Texa- 

co’s domestic sales 

department, has 

been elected vice 

president in charge 

of the company’s 

midwest opera- 

tions, a new posi- 

tion. John I. Min- 

gay succeeds Dod- 

Dodson son, who moves 

from New York to 

new headquarters in Chicago. Mingay, 

formerly assistant general manager of 

the marine department, will be succeeded 

by Marvin E. Lundfelt, also of the 

marine department. 

Dodson, who joined Texaco in 1927 
as an engineer in the refining department, 
went to the domestic sales department 
in 1930. Since then he has been Denver 
and Chicago sales division manager, as- 
sistant to the executive vice president, 
and manager of dealer sales. In 1954 
he was promoted to assistant general 
sales manager and became general sales 
manager in 1959. He assumed his most 
recent position as general manager of 
the domestic sales department only last 
month. 


a 

Rexford S. Blazer, Ashland Oil & Re- 
fining, was reelected president of Na- 
tional Petroleum Assn. Also reelected to 
office were John E. Selden, South Penn 
Oil Co., first vice president; L. E. Kin- 
cannon, Rock Island Refining Corp., 
second vice president; Guy B. Hunter, 
Quaker State Oil Refining Corp., treas- 
urer; and O. P. Keeney, Oil City, Pa., 
recording secretary. 

Donald C. O’Hara, formerly assistant 
general counsel, was named _ general 
counsel succeeding Fayette B. Dow, who 
was made honorary counsel. 

. 

C. E. Cameron, district sales manager 
for Standard Oil Co. of Calif., Western 
Operations Inc., at Lewiston, Idaho, has 
retired after 37 years with the company. 
He started with the firm in 1923 at Eu- 
gene, Ore., as a salesman. He was named 
branch manager at Lewiston in 1938 and 
took over his present post in 1954. 

a 


Albert H. Zinkand succeeds R. D. 
McLaughlin as manager of Tidewater Oil 
Co.’s export department. McLaughlin is 
retiring after 27 years of service with 
the company and its subsidiaries. Zink- 
and, former assistant to Tidewater’s mar- 
keting manager, has been with the com- 
pany 30 years. In his new assignment he 
will direct the activities of Tidewater ex- 
port marketing representatives in 81 
countries and will be headquartered in 
New York. 

« 

A. T. Kelsey, formerly sales supervisor 
for Shell Oil Co. in the Wilmington, 
Calif., district, has been named market- 
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For Extra Headlamp Profits: 











Replace Obsolete 7” Lamps 








New 6000 series Vision-Aid Headlamps with Spotlight 
Low Beams make all 5000 series headlamps obsolete. 
They vastly improve visibility in all types of driving 
... they give 2-headlamp cars more of the 4-headlamp 
efficiency. Switch over your customers and gain extra 
profits in the bargain. 

New Vision-Aid Headlamps with Spotlight Low Beams 
— initial equipment choice of leading car manufacturers 
— insure these extra profits. The Spotlight Low Beam is 


miLees.. 


scientifically positioned where it’s needed most — down 
the right side of the road, away from the headlights of 
oncoming traffic. The more powerful high beam makes 
visibility on the open highway safer and easier. These 
Vision-Aid headlamps are long on reliable service, too. 
Insure your service work and your profits. Tell your 
supplier to make ’em Vision-Aid Headlamps with Spot- 
light Low Beams. Automotive Products Division, 
Tung-Sol Electric Inc., Newark 4, New Jersey. 








s) TUNG-SOL 


The only complete automotive lighting line 








HEADLAMPS - 
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MINIATURE LAMPS 


FLASHERS 
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Easy adjustment to manufacturers’ recommended pick-up 
points is made with a rod from the side of the car. 


This important handbook tells you 
exactly how to handle any 1961 
model car on any Globe Hoist. 
It's yours for the asking. Write to 
Globe Hoist Company, East Mer- 
maid Lane at Queen Street, 
Philadelphia 18, Pa. 


“FRAME-KONTACT” 
SINGLE POST 


« 


“*FRAME-KONTACT” 
TWO-POST 
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WHAT DETROIT, MAKES 
-»-. GLOBE HOISTS WILL LIFT 


Once again Globe leadership and research 
combine to keep service ahead of the 
latest automotive styling changes. The 
Globe FS-10 ‘‘Frame-Kontact’’ Hoist has 
been engineered to handle every 1961 
model—regular, compact or sports car— 
as well as every car on the road today— 
and we’re confident that the FS-10 will 
handle every design for many years to 
come. Make, size, year, design or country 
of origin have never obsoleted a Globe 
‘‘Frame-Kontact” Hoist. 

This newest addition to the Globe line 


ROLL-ON TYPE. ZEA» 
AUTO 


TWO-POST, 
TRUCK 


|| AUTO 


ge 
A 

Ne TWO-POST, AUTO 
~ 





FOUR-POST 
ELECTRIC, 


features a sliding sleeve equipped with a 
360° rotating pad on each of the four 
swivel arms. All adjustments of arms and 
pads are made easily without getting 
under the car. The sleeves are reversible 

. . slide easily or slip off and on quickly 
to adjust to manufacturers’ recommended 
pick-up points. Three position pads give 
extra clearance when necessary. 

For the complete cycle of servicing and 
repairs, for fast, profitable handling, the 
Globe FS-10 “‘Frame-Kontact” Hoist is 
the best all-around buy you can make. 
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ing division commercial manager. He 
joined Shell in 1941 as a service-station 
attendant and progressed through various 
marketing positions with the company in 
southern California. 


. 
Curtis H. Johnson has been named 
commercial sales manager of Mobil Oil 
Co.’s West Coast division, and will be 
headquartered in Los Angeles. He was 
formerly fleet sales manager of Mobil’s 
Detroit division and has been with the 
company since 1941. 
a 

W. H. Klarquist has been appointed 
general manager of purchasing for Stand- 
ard Oil Co. of Calif., succeeding A. R. 
Eimer, who retires after 38 years with 
the company. 

Klarquist, who has been manager of 
purchasing for Standard’s Western Oper- 
ations Inc. since 1955, is succeeded by 
A. C. Wilander. 

Eimer, a native Californian, joined 
Standard’s engineering department in 
1922. He moved from there to the com- 
pany’s organization staff and entered 
purchasing work in 1946. He was named 
general manager in 1957. Klarquist came 
with Standard’s personnel department in 
1936, and has served with several Stand- 
ard subsidiaries, including the California 
Co. 

* 


T. M. Martin, 
president of Lion 
Oil Co., has re- 
tired after 31 years 
with the company. 
He also has re- 
tired as vice presi- 
dent and director 
of Monsanto 
Chemical Co., Li- 
on’s parent. 
A native of Illi- 
nois, Martin joined 
Lion in 1929 as 
vice president and director. He became 
executive vice president in 1939 and 
president in 1947. When Lion merged 
into Monsanto Chemical Co. in 1955, he 
assumed the vice-presidency and director- 
ship of the parent company. 

Martin has been active in a number of 
national oil and industrial organizations, 
including the American Petroleum Insti- 
tute, Independent Petroleum Assn. of 
America, and the National Assn. of 
Manufacturers. 

4 

Elwood H. Robinson has been named 
manager of lubricant and grease sales 
for Lion Oil Co., division of Monsanto 
Chemical Co. Formerly assistant mana- 
ger for lube-oil sales, Robinson has been 
with Lion since 1949. 


e 

Gilbert V. Schrock has been appointed 
vice president of Torrence Oil Co., larg- 
est independent distributor in Michigan. 
Frank Van Doren was named assistant 
vice president. The appointments were 
made as a prelude to the expansion of 
the company’s operations. Schrock has 
been with Torrence for 13 years, most 
recently as sales manager. Van Doren 


was formerly with Standard Oil Co. of 
Ohio as its fuel-oil manager. 


. 

Douglas G. G. Levick has been named 
coordinator of marketing for Standard 
Vacuum Oil Co., succeeding the late 
MacDonell Roehm. Formerly assistant 
coordinator, Levick assumes over-all di- 
rection of the company’s marketing ac- 
tivities in more than 50 countries and 
territories. 

rs 

Two St. Louis jobberships, Milton Oil 
Co. and Roco Petroleum Corp., are 
celebrating anniversaries this year. Harry 
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E. Milton, Cities Service jobber, is cele- 
brating his fortieth anniversary as a job- 
ber. Robert L. Burg of Roco, jobber for 
Standard of Indiana, has been in the oil 
business for 25 years. 
4 
Bert Bennett, Shell jobber in Winston- 
Salem, N.C., has been elected chairman 
of the executive committee of the Dem- 
ocratic Party in North Carolina. 


* 

Stanley Betts, Phillips 66 jobber in 
Henderson, N.C., has been appointed a 
member of the state highway commis- 
sion. He joins fellow North Carolina 














NEW COUNTING PUMP 


for 
petroleum 
products 


series 


988 


with Clear-View Counter 


High Vaeuwum + Double Action > Up to 15 CPM. 


Here in one package Tokheim gives 
you a new, low cost, high-vacuum, 
hand pump with an efficient counting 
device. Pump is similar to famous 
Tokheim 688 models now in use, 
delivering on both forward and baek 
strokes, but operates with one instead 
of two diaphragms. Yet it functions 
smoothly up to 15 gallons per minute, 
and will withstand rugged use. Clear- 
View Counter is calibrated to the 
stroke of the pump and provides es- 


General Products Division 


sential gallonage figures for user’s 
records. It counts up to 100 gallons 
per fill and totalizes up to 10,000 
gallons, measuring on full or partial 
stroke. Pump .has vacuum breaker, 
stainless steel valve assemblies, self- 
adjusting suction pipe, removable suc- 
tion screen, locking device and many 
other features. Write for catalog. 


Clear-View Counter may also be used 
with Tokbeim Model 588 hand pumps. 


SYA 30L OF EXCELLENCE 


TOKHEIM CORPORATION 


DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 
Fort Wayne 1, Indiana 


1650 Wabash Avenue 





Subsidiaries: Tokheim International A.G., Lucerne, Switzerland; 
GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Lid., Toronto 
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Jobber Assn. member Ralph Morris of 
New Bern on the commission. 


a 
Osgood V. Tracy, former president of 
the Esso Standard Div. of Humble Oil & 
Refining Co., has been elected a director 
and executive vice president of W. R. 
Grace & Co. He will be in charge of the 
company’s chemical business and respon- 
sible for the research division and seven 
other operating divisions. Tracy retired 
from Esso this past summer after 30 
years of affiliation with the company. 


Clarence W. Dole has retired as man- 
ager of distribution in Mobil Oi! Co.’s 
supply and distribution department. He 
is succeeded by O. J. Swingle, operating 
manager of the New York City division. 

Dole, who’s been with Mobil for 37 
years, has been in the distribution field 
most of that time. He promoted the con- 
struction of pipeline systems at Mobil’s 
Paulsboro, N.J., and Buffalo, N.Y., re- 
fineries, and urged the utilization of 
product pipelines for more than one 
product. 





LOWER LINE LOSS 
IN JET FUELING 
OR HOME DELIVERY 


At flow rates from 
40 to 600 g.p.m., 
full-flo hub assemblies 
in Hannay hose reels 
reduce line loss and 
increase delivery speed. 
Full-sweep radius of 
outlet offers less 

flow restriction than 
any other design. 
Flanged outlets permit 
easier installation 

of hose. 


Write for new Aircraft 
Fueling and Service 
bulletin and Fuel 
Delivery Catalog. 


CLIFFORD B. HANNAY & SON, INC, 
WESTERLO 6, N. Y. 








Deaths ... 


Michael Halpern, 67, former senior 
vice president and director of Texaco 
Inc., died August 16 at Shawnee-on- 
Delaware, Pa. 

Halpern, who retired in 1957, had 
been with the company 41 years. He be- 
gan in the Bayonne, N.J., terminal and 
was later transferred to Texas. In 1930 
he came to New York as assistant man- 
ager of the refining department, and in 
1938 was appointed manager of the de- 
partment. He then became vice presi- 
dent in charge of the refining department 
from 1940 to 1954. 

A life member of the American Soci- 
ety of Civil Engineers and a member of 
the American Petroleum Institute since 
its inception, he also was an organizer 
and director of the Neches Butane Prod- 
ucts Co., which built and operated one 
of the country’s synthetic rubber plants 
in Texas during World War II. 

Halpern is survived by his wife Lillian 
and a son, John. 

DuBois Eastman, 54, director of the 
Montebello Research Laboratory of Tex- 
aco Inc., died Aug. 12 after a long ill- 
ness. 

Eastman, who spent his entire career 
with Texaco, was responsible for octane 
correlations which became standards in 
the oil industry, in the production of 
octane numbers of gasoline blends. 

He is survived by his wife Beatrice 
and three daughters. 

7 


James Joseph Cosgrove, 73, former 
chairman of the board of Continental 
Oil Co., died Aug. 22 in New York City. 

He joined Conoco as general counsel 
in 1929 and later became chairman of 
the board of directors where he re- 
mained until his retirement in 1958. 

A graduate of Cornell University, 
class of 1909, he was an All-American 
football player. He later received his 
law degree from the University of Pitts- 
burgh. During World War I, Cosgrove 
was a major in the U.S. Army infantry. 
For some years before joining Texaco, 
he was special attorney to the com- 
missioner of the U.S. Department of 
Internal Revenue. 

He is survived by his wife Louise and 
a daughter. 

e 

William E. Griffeth, 66, sales man- 
ager for the fuel-oil department of the 
Independent Gasoline and Oil Co., 
Rochester, N.Y., died Aug. 29 after a 
long illness. Formerly with Cities Serv- 
ice Oil Co., Griffeth had been with the 
Rochester company for 15 years. He is 
survived by his wife Leona and two sons. 

e 


J. Clark Streett, 81, former president 
and chairman of the board of Streett 
Industries Inc., died Aug. 22 at Petosky, 
Mich. 

A member of J. D. Streett & Co. since 
1898, he was a resident of St. Louis, Mo. 

He is survived by his wife Maud and 
three sons and a daughter. 
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Classified Advertising 
EMPLOYMENT . BUSINESS 
EQUIPMENT USED OR RESALE 


OPPORTUNITIES 


DISPLAYED RATE 
eas & BUSINESS OPPOR- 
TUNITY advertising $17.75 per inch. 


EMPLOYMENT OPPORTUNITIES— 
$27.00 per inch, subject to Agency 
Commission, 

UNDISPLAYED RATE 
(Not available for equipment 
advertising) 
$1.80 a line, minimum 3 lines. 


POSITIONS WANTED undisplayed rate 
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tomer satisfaction. 











Assistant 
Lubrication Sales Engineer 
to represent midwestern integrated oil company, 
Work with management and field force regarding and Hand Pumps Too. 
sale of automotive and light industrial oils and ’ 


greases, Contact Lubrication Dept.. 96 Outstanding Models . . . Feature- - 


P. O. Box 436, Kansas City 41, Missouri packed, economy-priced, qo 
to 20 g.p.m.) and r,) and completely depend: 


i a able in the toughest service. 


ADDRESS BOX NO. REPLIES TO: Box N 
Classified Adv. Div. of this publication. 
Send to office nearest you. 
NEW YORK 36: P. O. BOX 12: 
CHICAGO 11: 520 N. Michigan Ave. 
SAN FRANCISCO 4: 68 Post St. 
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Chemist or Chemical Engineer experienced in 
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and travel allowance. Profit sharing plan, group | 
insurance, and employees credit union. Write | 
fully outlining age, experience, references, etc. 
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Here's why Timken-Detroit® 


DOUBLE-REDUCTION TANDEMS 
LEAD IN TOP PERFORMANCE-LONG LIFE! 


Timken-Detroit Heavy-Duty Tandems with Hypoid Helical Double-Reduction Gears 
are the big favorites for top performance and long life. 


Rugged Hypoid-Helical 
Double-Reduction Gearing! 


Balanced gearing—with two 
full-sized gear sets working in 
series to take an equal share of 
the load—provides a stronger 
power train with balanced gear 
set loadings and the widest 
range of ratios. 


Big Hypoid 


first 


reduction 


helical 
second 


reduction 


gears 





Here are some of the reasons why: 


Driver Controlled 
Interaxle Differential! 


Allows differential action be- 
tween the axles to compensate 
for worn or mismatched tires. 
Both axles do equal amounts of 
work ...can be disengaged at 
any speed, giving positive 
through drive when better trac- 
tion is needed. Straight-Line 
Through Drive eliminates prop 
shaft angularity... increases 
bearing and gear life, reduces 
maintenance. 





O® 








Worn tire New tire 


“Torsion-Flow” Axle Shafts 
and Hot-Forged Housings! 


More splines, Torsion-Flow 
forging, and patented heat- 
treating processes make 
Rockwell-Standard shafts the 
toughest in the industry. Hous- 
ings are hot-forged from high 
carbon steel, and are rectangu- 
lar shaped with full strength 
corners for greatest strength 
with minimum weight. 


corner 
section 


Timken-Detroit Double-Reduction Tandems come in a wide range of capacities— 


6 models from 34,000 to 65,000 pounds. 


7 pniher Lhoduil of... ROCKWELL-STANDARD AR i 


CORPORATION 
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Car Runs on Orange Juice— 


22 Miles to the $9 Gallon 
More 
Aromatic . 
Than Gas 


By BOB FEN DEL! 
Given» 





e Changing Times. The item above is no hoax, but a 
factual account of a New York newspaperman’s §suc- 
cessful attempt to drive a British car on the distillation of 
roughly 1,000 oranges. The reporter—Bob Fendell of the 
World-Telegram and Sun—said the object was just to 
prove it could be done. 

Naturally, oil-marketing wags have been squeezing the 
orange-juice angle thoroughly. 

“I guess this puts the supermarkets into the service- 
station business in a big way,” says one. “In a few years 
you'll just pull in for a tankful of California Seedless 
Premium or Florida Navel Regular, and there you are.” 

“Do you think folks will start drinking gasoline for 
breakfast?” asks another. 

“Anyway,” says a third, “this paves the way for screw- 
driver-fuel jobbers.” 

A Union Oil Co. of California wit says there’s been 
talk of Phillips or Gulf taking over his company, but no 
longer. “There’s only one brand our Minute Man would 
be perfectly compatible with,” he says. “That, of course, 
is Minute Maid.” 





“Yessir. We Pittsburgh fans are mighty proud of 
our Pirates.” 








\e 


Y 


- Halt, 
OE AWM AE 


wT 
“We'll use this new gun on the 1961 models, They 
say the fittings will be a little hard to reach.” 
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e Industry Lore. A major-company executive’s wife 
stopped him cold recently with an explanation of why 
she drew $50 from the household budget for a $30 grocery 
bill. “Jobber margin,” she said. 


“It all began when | accidentally drove into the 
river and discovered the damn thing would float.” 
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Humble Oil & Refining Co. 130, 131 


Ingersoll-Rand Co. ....... 


192 


Joy Co., Edward 


Kellogg-American Div., Scaife Co. 
Kerr-McGee Oil Industries, Inc. 
Kim Hotstart Mfg. Co. 


Lee Co., H. D. 
Lincoln Engineering Co. 


Mack Trucks, Inc. 

Mac’s Super Gloss Inc. 
Marlow Pumps 

Modern Metal Products Co. 
Modern Welding Co. 
Morrison Bros. 


National Cash Register Co. 12 
National Petroleum News 134, 144 
Neon Products, Inc. 11 
Neptune Meter Co. 6, 7 
New England Petroleum Corp. 175 
Niehoff & Co., C. E. 


Ohio Thermometer Co. 
OPW Corporation 


Parker Aircraft Co. 

Patent Chemicals, Inc. 

Philadelphia Valve Co. : > 
Plasti-Line, Inc. ‘ : 132 
Price Battery Corp. | 
Pure Oil Company ; een 
Purolator Products Inc. 4, 102, 103 


Raybestos-Manhattan Inc. 

Red Jacket Manufacturing Co. 
Revere Electric Mfg. Co. 
Richfield Oil Corp. of New York 
Rockwell Manufacturing Co. 
Rockwell-Nordstrom Valves 
Rockwell Standard Corp. 
Roper Hydraulics, Inc. 

Rotary Lift Co. 


Scovill Manufacturing Co. 160 
Searle Leather & Packing Co. :< on 
Shell Oil Co. ... 150 
Sinclair Refining Co. ee | 
Skelly Oil Co. 64 
Smith Corp., A. O. Fourth Cover 


Texaco Inc. . . 47 
Thermoid Div., H. K. Porter Co., Inc. 34 
Three Star Sales Corp. we 29 
Tokheim Corp. 53, 187, Third Cover 
Tretolite Div., Petrolite Corp. tay; 
Tung-Sol Electric, Inc. . . 185 
Tyrex Inc. . 120, 121 


U.S. Air Compressor Co. .... 105 
U.S. Rubber Co. 44, 94, 95 


Valvoline Oil Company 96 
Veeder-Root, Inc. 
Viking Pump Co. 


Warner Lewis Co. Ee 

Wayne Pump Co. ..... 

Weaver Manufacturing Co. 

Wheaton Brass Works 

White Motor Company 

Whiteway Manufacturing Co. 

Wilson's Sons, Inc., Wm. M. 148, 189 
Wood Company, John ..17, 18, 23, 25, 27 


CLASSIFIED ADVERTISING 
F. J. Eberle, Business Mgr. 
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Regional Sales Representatives 


ATLANTA 9, 1375 Peachtree Street, N.E., 
Raymond K. Burnet, Trinity 5-0523 


BOSTON 16, Copley Square 
Dawson A. Rutter, Congress 2-1160 


CHICAGO 11, 520 North Michigan Ave., 
Raymond J. Kelly, Mohawk 4-5800 


CLEVELAND 13, 1164 Iliuminating Bldg., 
55 Public Square 
Walter G. Berger, Superior 1-7000 


DALLAS 1, 2100 Vaughn Bldg., 1712 Com- 
merce Street 
John Grant, Riverside 7-972] 


DENVER 2, Tower Bldg., 1700 Broadway 
John W. Patten, Alpine 5-2981 


DETROIT 26, 856 Penobscot Bidg., 
Walter G. Berger, Woodward 2-1793 
Carl J. Coash Jr., Woodward 2-1793 


HOUSTON 25, W 725 Prudential Bldg. 
Gene Holland, Jackson 6-128] 


LOS ANGELES 17, 1125 West 6th Street, 
Peter S. Carberry, Huntley 2-5450 


NEW YORK 36, 500 Fifth Avenue 
Dawson A. Rutter, Oxford 5-5959 


PHILADELPHIA 3, 6 Penn Center Plaza, 
Charles J. Jefferis, Locust 8-4330 


PITTSBURGH 22, Four Gateway Center 
Walter G. Berger, Express 1-1314 


SAN FRANCISCO 4, 68 Post Street 
Scott Hubbard, Douglas 2-4600 
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UP FRONT 


in Low Cost! Low Upkeep! 


TOKHEIM INTERCEPTOR MODEL 448 


e Porcelain finish of dial section defies wear. 
« Nodiallighting. Saves power—saves lights. 
e Only the doors will ever need refinishing. 


e New Miracle Meter and Rotary Pump 
require minimum maintenance. 


e Bright, stainless steel sides and top never 
need refinishing. 


e Weatherproof seals keep rain, snow out. 


e Heavy metal recessed base protects finish. 


e Save on first cost too! 


LP PUP 


SYMBOL OF EXCELLENCE 


Sarai . TOKHEIM CORPORATION 


FORT WAYNE, INDIANA 





GASOLINE PUMPS 
Subsidiaries: GenPro tnc., Shelbyville, Indiana; Tokheim of Canada, Ltd., 
Toronto, Ontario; Tokheim International, A. G., Lucerne, Switzerland 





AO.Smith 


Cc O8 F OR At Oe 


Smith- &._.._ Division 


On first commercial over-600-gpm 
Jet-fueling system... 


Here's how A. 0. Smith hydrant-cart meters 


two masters 


ERVICE 
. Serving oN 
- 4FASTERN | 
* AIR LINES 


lg 


4 . 
We Ph saa 


At Miami’s airport, agile, fast-working hydrant-carts manufactured by Garsite 
Products, Inc., require accurate bookkeeping. They rely on A. O. Smith meters 
to give oil companies and airline personnel a precise reading and exact accounting. 
These meters operate at 600 gpm, with maximum capacity of 750 gpm, making 
carts the fastest in commercial operation. 

A. O. Smith meters have kept pace with the growth of truck tanks and trailer 
units — satisfying the thirst of jet aircraft that can swallow 23,000 gallons of 
fuel at a time. If your fueling system is suffering from growing pains, perhaps 
an A. O. Smith Meter Man can furnish the cure. Contact your nearest repre- 
sentative or write direct. 


Factory: 1602 Wagner Avenue, Erie, Pennsylvania. Offices: Atlanta 5, Georgia; Chicago 3, Illinois; Houston 2, Texas; Los Angeles 
17, California; New York 17, New York; Newark, California; Tulsa, Oklahoma. Canada: Toronto 12; Vancouver 1. A. O. Smith 
INTERNATIONAL S. A., Milwaukee 1, Wisconsin, U. S. A. 





